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| ough Proofs 


The industrial control act has al- 
sady started to make business good 
especially for the railroads and ho- 


els. 
7 @ ¢ 


If trade meetings to discuss how 
o operate under government control 
ontinue to be held in current num- 
ber, the luncheon and convention 
business Will soon return to its for- 
mer position as the nation’s third 
argest industry. 


- = eS 


tsi The trade association secretary, 
bn vho has been living off his fat for 
he past few years, is once again 
asking in the sunshine of prosper- 
y. He may not know what it’s all 
bout, but his members think he 
oes. 
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Grand Rapids, where the Advertis- 
mg Federation of America is having 
s convention next week, is de- 
cribed as “the furniture center of 
merica.” I thought Berkey & Gay 
ad gone out of business. 
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Advertising is coming into a new 
nd better era. Just look at the 
eautiful pictures of beautiful hands 
ou can now see every day in pub- 
cations and posters. 
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Rough Proofs, an earnest advocate. 
f more hands and fewer faces in 
dvertising copy, makes the brash 
rediction that the toothy smile now 
0 popular will soon be reserved ex- 
lusively for dentifrice manufactur- 
rs, 

vv¥seeeg’ 


Liberty recalls that a French chem- 
| Bt once had his shop padlocked for 
rewing bicarbonate of soda. That 
as before la belle France con- 
| #racted a lot of unpleasant debts and 
earned how good soda is for the 
belly-ache. 
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Albert A. Haase thinks Professor 
lim Young’s conclusions on agency 
ompensation were based on insuf- 
| ficient evidence. The professor used 
17 pages for his analysis, so it looks 
| Bs if the board of editors of the En- 
yclopedia Britannica should draw 
he assignment next time. 
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French wine. will soon be adver- 
ised in the United States of Amer- 
ca, and a lot of boughs and jugs 
ind cute little thous are already. be- 
ng prepared for the event, . 


a ae 


| | A spice company is featuring a 
bontainer which may also be used as 
Shaker. This seems to indicate 

hat in spite of the return of three 

point two, at least one advertiser 

Ss convinced that a fine old prohi- 

bition custom is likely to be pre- 

erved. 


— = | 
“Business men,” says Nation’s 
usiness, “need interpretation and 


Xplanation of what’s going on in 
ashington.” 

And they also hope the interpreter 
ind explainer won’t get dizzy in the 
performance of his hazardous duties. 


-. 


A permanent-wave kit for home 
ise is now being extensively adver- 
ised in New York newspapers. For- 
Unately the word “permanent” may 
till be used by advertisers with a 
ertain degree of poetic license. 

Copy CUB. 


YOUNG REPORT'S 
BASE NOT WIDE 
ENOUGH —HAASE 


Omission of Legal Aspects 
Also Criticised 


New York, June 22—The Young 
report “cannot be accepted as a 
study on ‘Advertising Agency Com- 
pensation in Relation to the Total 
Cost of Advertising’ because: (1) 
The base of the study appears to 
be too narrow, (2) it gives no light 
on the legal relationship in the ad- 
vertiser-agent-publisher situation. 
The evidence appears to be insuff- 
cient.” 

That is the conclusion reached by 
Albert E. Haase, former managing 
director of the Association of Na- 
tional Advertisers, after making a 
complete analysis of the Young re- 
port for the A. N. A. The analysis, 
which was submitted to the A. N. A. 
members at a special meeting on 
June 8, was released for publication 
yesterday. 

Although Mr. Haase’s analysis 
points out many weaknesses in the 
Young report, his biggest guns are 
trained upon the sources from which 
Mr. Young drew his figures. 


Base Called Too Narrow 


Pointing out that the 320 national 
advertisers who supplied data for 
the study included the full member- 
ship of the A. N. A., plus non-mem- 
bers listed among the 100 leading 
magazine advertisers, plus “all im- 
portant magazine advertisers who, in 
trade opinion, might have ‘rebating’ 
arrangements with their agencies,” 
Mr. Haase says: 

“It is clear that Mr. Young made 
his own list of national advertisers, 
and to his mind, apparently, the im- 
portant qualification for admittance 
was use of magazine advertising.” 

The same situation holds true with 
opinions garnered from publishers, 
Mr. Haase contends, from which he 
argues that the title of the study, 
“Advertising Agency Compensation 
in Relation to the Total Cost of Ad- 
vertising,” does not adequately de- 
scribe a report based primarily upon 
the opinions of magazine advertisers 
and magazine publishers. 

The wisdom of basing a report on 
the total cost of advertising on fig- 
ures gleaned principally from maga- 
zine space users and publishers is 
questioned by Mr. Haase on at least 
three scores: 


Says Others Do Not Approve 


First, he says, magazines do not 
carry the greatest bulk of national 
advertising; second, “Many people 
in the general field of advertising 
have held the national magazine to 
be the chief beneficiary of the ad- 
vertising agency commission system” 
and therefore magazine publishers 
may present a viewpoint which may 
be prejudiced, and, third, all maga- 
zine copy is national advertising and 
almost all of it is placed by agencies, 
while much smaller percentages of 
the volume of newspaper, outdoor, 
radio, etc., are national copy, and a 
smaller percentage is placed by 
agencies. 

Dwelling on the fact that national 
magazine publishers may not ex- 
press the views held by other pub- 
lishers and by owners of other ad- 
vertising mediums, Mr. Haase cites 

(Continued on Page 26) 


Kobak Outlines Job 


Facing Advertising 
Federation at Meet 


New York, June 22.—The convic- 
tion that the 29th annual convention 
of the Advertising Federation of 
America, opening in Grand Rapids 
next Monday, will make history was 
expressed by Edgar Kobak, president 
of the A. F. A., in an interview with 
ADVERTISING AGE today. 

The head of advertising’s most 
representative organization also 
voiced his appreciation of the effort 
put forth by the members and head- 
quarters staff in building the remark- 
able program, which includes notable 
figures in advertising, business and 
public life, some of whom rarely, if 
ever, make public appearances. For 
the advertising world as a whole, Mr. 
Kobak had the following message: 

“As the opening day of the con- 
vention approaches, it is evident that 
advertising men and women face the 
gravest responsibility which has ever 
confronted them. This responsibility 
rests in the part they must play in 
making the ‘New Deal’ a reality. 

“The ‘New Deal’ includes the phil- 
osophy and the plan underlying the 
National Industrial Recovery Act. 
With due recognition of this fact, 
advertising men and women can 
translate into simple terms their job 
in the changing world. They must 
recognize the opportunity they have 
to help business find its way back to 
normal levels. They must under- 
stand the provisions and the impli- 
cations of the recovery program and 
see clearly wherein there is work for 
them to do in forwarding that pro- 
gram. 


Good Advertising Needed 


“Advertising essentially is con- 
cerned with the marketing of goods. 
This fact makes it a partner of busi- 
ness and imposes upon everyone of 
us interested in advertising the obli- 
gation of aiding business to sell its 
needed products. Through good ad- 
vertising business can recreate the 
demand for its goods. 

“The leadership represented in the 
conception and the passage of the re- 
covery act justifies us in believing 
that better times are ahead. In the 
movement toward these better times, 
advertising must be in the lead. 


FEATURED SPEAKER 


Kansas 


Senator Arthur Capper, 
publisher, who will be one of the 
principal speakers at the A. F. A. 
meeting in Grand Rapids next week. 


Much of the method which must be 
followed to achieve and hold this 
leadership position will, we hope, be 
pointed out at the convention. 

“The officers and directors of the 
A. F. A. believe the convention in 
Grand Rapids will make business his- 
tory. There is every justification 
for this belief. The advance registra- 
tions indicate the interest in the ex- 
ceptional program. 

“The program arrangements attest 
the fine work of the national program 
committee, the local host committee 
and the headquarters staff. The 
great number of business men who 
will attend, both as speakers and as 
active participants, lends unusual in- 
terest to the 1933 convention. 

“The United States is on the way 
out of business depression. Pros- 
pects are brighter than they have 
been in a long time. The general 
public is, I believe, approaching a 
buying mood. We have the oppor- 

(Continued on Page 23) 


Last Minute News Flashes 


Selby Shoe Account to Henri, Hurst 


Portsmouth, O., June 23.—R. E. Sherrington, advertising manager, 
Selby Shoe Company, manufacturer of Arch Preserver, Tru-Poise and Style- 
Kez shoes for women, today announced the appointment of Henri, Hurst 
and McDonald, Inc., Chicago, as the company’s agency. 


Pennzoil Names Mayers Company 


Los Angeles, Cal., June 23.—The Pennzoil Company yesterday appointed 
the Mayers Company, Inc., of this city, to handle the placing of all Pennzoil 
advertising in the eleven western states. 


College Inn to Blackett-Sample-Hummert 


Chicago, June 23.—Advertising of College Inn Food Products Company, 
Chicago, maker of an extensive line of packaged foods, has been placed 
with Blackett-Sample-Hummert, Inc., Chicago. 


Meigs Goes to “Chicago American” 

Chicago, June 23.— Merrill C. Meigs, vice-president of The American 
Weekly, has resigned that position to become general manager of Chicago 
Evening American, of which he was formerly advertising director. 

Herman Black, for 17 years publisher of Chicago Evening American, 
has been elected chairman of the board of directors of Evening Americal’ 


Publishing Company, which publishes the Chicago daily. 


SEEK NAME FOR 
CHICAGO EXHIBIT 
OF ADVERTISING 


World’s Fair Picture to Be 
Shown June 30 


New York, June 22.—Any uncer- 
tainty as to whether the advertising 
exhibit at the Chicago Century of 
Progress Exhibition would be ready 
by Advertising Day was definitely 
ended today. 

Trade Pictures, Inc., completed the 
shooting of the film this morning 
and Lewis B. Rock, business man- 
ager of the Chicago Daily News, who 
is supervising erection of the theater, 
wired that the paint would be dry 
the morning of June 30. Ground was 
broken for the theater June 9 and 
the filming of the picture was begun 
the same day. 

So rapidly has the task been com- 
pleted that about all that remains 
is to name the exhibit. This detail 
appears to be the only one which has 
caused the committee to pause, and 
Phil L. Thomson, liaison officer for 
the group of sponsors and underwrit- 
ers, has asked ADVERTISING AGE to 
call on its readers for suggestions. 

It is the committee’s hope that re- 
sponses will be prompt, so that the 
exhibit can be christened following 
the advertising luncheon on the Fair 
grounds June 30. Suggestions should 
be forwarded to the publication office 
of ADVERTISING AGE, 537 South Dear- 
born St., Chicago, or handed to the 
publication’s representatives at the 
convention of the Advertising Fed- 
eration of America in Grand Rapids 
next week. 

The building will be used exclu- 
sively for exhibiting the advertising 
picture. It is centrally located across 
the central plaza from the Chrysler 
Building. 


What Scenario Contains 


The picture, a three-reel talking 
film, is titled, “Golden Years of Prog- 
ress.” A synopsis of the scenario 
follows: : 

The opening scene discloses a large 
cake surmounted by 50 white candles 
burning brightly. The view spreads 
to a wider angle showing a comfort- 
able, up-to-date, middle class subur- 
ban American home. On a divan sit 
a handsome old couple, a gentleman 
about 72°and his wife three years 
younger. 

Elsewhere in the room are their 
middle-aged son and daughter, the 
son’s wife and the daughter’s hus- 
band, the daughter’s daughter, a girl 
of 17, the daughter’s son, 14, the son’s 
son, 23, this lad’s young wife and 
their new baby. ’ 

As the grandfather begins slowly 
and deliberately to look around him, 
the camera pictures the room so as 
to impress the spectator with the 
luxury of the average American 
home. 

One daughter-in-law is pouring 
coffee from an electric percolator, 
two of the men are discussing the 
money markets; the son is adjusting 
the thermostatic control of the oil 
heater; the daughter is putting ice 
cubes into a glass; the flapper grand- 
daughter is telephoning in the hall 
to a boy friend; her young brother 
is seeing that the lights are lighted 
on the Oldsmobile that stands at the 
door; the colored maid receives some 
wil trom ,a chauffeur which she 
ages, in, water ;, and, on@yof.the chil- 
nen. theughtfully, switehes, off. the 
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floor lamp back of the old folks so 
that they may enjoy the anniversary 
cake by its own light. 

The fifty candle cake dissolves into 
a much smaller one bearing the 
date 1884. The wider view shows 
the grandmother, now a pretty young 
woman, in a kitchen which was the 
living room of 50 years ago. 


Shows 1884 Home 


The grandmother is seen about her 
household tasks, aided by a young 
colored girl. The housework, burden- 
some by itself, appears almost im- 
possible of accomplishment when 
added to the care of a baby. The 
climax of the scene is the discovery 
that the maid has forgotten to bring 
tea from the grocery, which means 
that preparation of dinner must be 
delayed until the housewife make a 
trip to the store. 

The next scene shows a grocery 
store of the period. The camera 
pams, bringing into view fly-specked 
cheese, the store mouser starting to 
drag a dried mackerel from the 
counter, other goods unprotected 
from dust and contamination. 


Comment on Loose Goods 


The grandmother is about to buy 
some mackerel, when another cus- 
tomer, who had noted the cat pilfer- 
ing, warns her. The two enter into 
conversation. They resolve to give 


the storekeeper a piece of their mind 
regularly until he stocks foods put 
up in cans, airtight, individual pack- 
ages, “like the kind they are begin- 
ning to advertise.” 

The action returns to the first 
scene. The grandfather, surveying the 
comfortable happy scene again, re- 
marks to grandmother, “A lot dif- 
ferent from our first celebration, 
isn’t it?” 

Discussing the subject, they decide 
the greatest factor in the progress 
they have enjoyed in their lifetimes 
is the information obtained from 
Magazines, newspapers, outdoor ad- 
vertisements and other mediums of 
information. They wonder if their 
children appreciate these sources of 
information, 

The story of the 25th anniversary 
unfolded by the picture finds the 
family in a very unpleasant situa- 
tion. The grandfather is on the 
point of failure, his business of mak- 
ing carriage wheels having declined 
to the vanishing point with the ad- 
vent of the horseless carriage. 

His son, just returned from col- 
lege, advises him to change over to 
automobile wheels, making out his 
case by reference to the editorial 
pages of Factory Management and 
Maintenance. 

In the cutback to the present, the 
grandfather moralizes on the value 
of industrial and class publications. 


As he concludes, the 14-year old 
grandson, having become interested 
in the subject of advertising, breaks 
into the conversation to say he saw 
an advertisement made that day. 

Telling the boy’s story, in which 
the interest of the other characters 
has been registered, the picture 
shows the erection of an outdoor 
boarding over an unsightly dump 
and its posting, as the boy and two 
playmates look on. 


Group of Sponsors 


Product publicity is restricted, in 
so far as practicable, to the products 
of the underwriters, Crowell Publish- 
ing Company, Chicago Daily News, 
outdoor advertising interests, Mc- 
Graw-Hill Publishing Company, 
Buick-Oldsmobile-Pontiac Sales Com- 
pany and the General Electric Com- 
pany. 

The picture is sponsored by the 
Advertising Federation of America, 
the Association of National Adver- 
tisers and the American Association 
of Advertising Agencies. 

The scenario was taken from a 
story by Ernest Elmo Calkins, the 
adaptation being the work of a com- 
mittee of leading agency men of 
which John Benson, president of the 
American Association of Advertising 
Agencies, was chairman. The pic- 
ture was directed by C. W. Burrell, 
of Trade Pictures, Inc., New York. 


A Gas and Electric Light Company 
investigates the 


HOMES THAT COUNT 


“Upon house-to-house investigation of gas and electricity con- 
sumption by Quality Group families, and checking back these 
findings with our file records, we find that 


. . . - Quality Group Families use (average) 79,986 cubic feet 


of gas per year, compared with average family consump- 
tion of 30,800 cubic feet, and 


. . . « (Quality Group families) 1211 kilowatt hours of electricity 
compared with 640 kilowatt hours for the average family.” 


Quality Group subscribers don’t deliberately waste gas 


a larger number of 
average. 


ing power. 


and electricity. If they use more than their neighbors, 
it is because their living needs require more. They own 


household appliances, their gas 


ranges do more cooking. They live better than the 
Their’s are the “Homes that Count”—for all 
advertisers who want to reach people with surplus buy- 
The Quality Group offers 500,000 such 
homes—the best buying homes everywhere. The Quality 


Group market is the largest strictly quality market in 


the country. 


THE QUALITY GROUP 


ATLANTIC MONTHLY 
CURRENT HISTORY 
THE FORUM 


HARPERS MAGAZINE 
REVIEW OF REVIEWS 
SCRIBNER’S MAGAZINE 


597 Fifth Avenue, New York City 


BOSTON 


(Number 2 of a series of comments by 
business men about the buying habits of 
» Quality Group subscribers in their cities. 
Name of writer of above comment available.) 


CHICAGO - SANTA BARBARA 


JURISTS WEIGH 
ADVERTISING AT 
COAST MEETING 


Consider It Stronger Than 
Personal Effort 


Sacramento, Cal., June 22.—The 
potency of good advertising has been 
confirmed by three eminent jurists, 
including one from the court of ap- 
peals. These judges sat in judgment 
during a debate which featured the 
three day convention of the Pacific 
Advertising Clubs Association, and 
after weighing the evidence, declared 
in favor of advertising as against 
personal selling, where both cannot 
be employed. 


More than 300 members attended 
the convention, and all were present 
at the debate, which was a new and 
fascinating feature of the conclave. 

As its final act, the convention 
elected Walter W. R. May, manager, 
Portland Chamber of Commerce, and 
until recently associate editor of 
Portland Oregonian, as its new presi- 
dent, succeeding Walter A. Folger, 
of San Francisco. Portland was 
doubly honored by being selected as 
the scene of the 1934 convention. 

The subject of the debate was: 
“Resolved, that under today’s con- 
ditions, a manufacturing concern 
which can increase either personal 
sales effort or advertising, but not 
both, should increase personal sell- 
ing.” 

Present Affirmative 


The affirmative was presented by 
three sales managers: George H. 
Eberhard, of George H. Eberhard 
Company, San Francisco; Charles H. 
Victor, Yawman & Erbe Manufactur- 
ing Company, San Francisco; and 
William H. Culbert, Wells Fargo 
Bank & Union Trust Company, San 
Francisco. 

The advertising men who portrayed 
advertising as the essential factor 
were Carl Eastman, N. W. Ayer & 
Sen; Neil Wilson, advertising coun- 
selor, and Don E. Gilman, National 
Broadcasting Company, all of San 
Francisco. 

To give point to the debate, both 
teams represented themselves as ex- 
ecutives of the Ingersoll-Waterbury 
Watch Company. The latter, not un- 
mindful of the opportunity for effec- 
tive promotion created by this situa- 
tion, took large space in a special 
advertising edition of the Sacramento 
Bee which was circulated at the con- 
vention. 

This advertising, also appearing in 
the regular edition of the Bee, was 
backed by this guarantee: A new 
watch from the factory for the old 
one and 25 to 50 cents, depending on 
the model. 

The advertising team argued for a 
well-balanced advertising campaign, 
to coincide with the renewed pros- 
perity of the country and send cus- 
tomers to dealers. The advocates of 
personal salesmanship argued for 
close contact with retailers and their 
salesmen, drilling them in the selling 
points of the product. 


Indicts Advertising 


A severe indictment of advertising 
was handed down by Robert A. Roos, 
head of the San Francisco clothing 
firm bearing his name. He asserted 
that the approved system of creating 
new ills, real or imaginary, which 
could be cured by the product being 
advertised, may have been success- 
ful in stimulating sales of such prod- 
ucts, but it has resulted in skep- 
ticism and disbelief of advertising as 
a whole. 

“Yeast will make you thin or fat; 
chewing gum will make you beauti- 
ful; cylinders and engine have noth- 
ing to do with the speed of your car 
——it’s the oil and gasoline that’s im- 
portant,” he said. 

“If you don’t take a number of 
highly advertised remedies you'll be 
toothless or lose your hair, or will 
end up by acquiring twenty or thirty 
fatal diseases.” 

Mr. Roos branded this type of ad- 
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HEADS P. A. C. A, 


is | 
Walter W. R. May, manager, Pox} 


land Chamber of Commerce, 
was elected president of P 
Advertising Clubs Association 
the annual meeting in Sacra 

this week. 


vertising as absurd. He asserted tha 
the credulity of the public has bee 
imposed on so repeatedly that th 
value of advertising is being ; 
paired. 


Mr. Roos declared that “the oj 
time medicine man would blush wit 
shame over his neglected opportu 
ties if he could read some of today’ 
advertising.” 


If business is to be improved ap 
confidence restored, he asserted, 
sense of righteousness in advertisiy 
must be regained. It should declan 
itself in on “the new deal.” 

A foreign trade expert, Dr. Henry 
F. Grady, trade adviser of the Sq 
Francisco Chamber of Commerc 
warned of the perils of the isolatioj 
policy threatened by the administry 
tion at Washington. He urged a co 
rected internal economic _ systey 
which will permit this country t 
wage an aggressive campaign fi 
world trade. 


Hold Speaking Contests 


A daily contest, in which eacj 
speaker was limited to three minute 
was held. Lloyd E. Wilson, of Sa 
Francisco, won the first for his a 
swer to “What Does Advertising 0! 
fer to Agriculture Today?” He re 
ommended intelligent advertising | 
expand old markets and open ne 
ones for the farmer. 

The second subject was “Can A 
vertising Lead in the Return to 
Desire for Quality Merchandise! 
Herman Nater, of Los Angeles, 
past-president of the P. A. C. A., Wd 
this contest. The third was award 


to Ralph Castle, of San Francisco. 

This convention was probably t 
first advertising meeting ever held! 
a hall dedicated to the deliberatio 
of legislators. The State Capitol 
officially turned over to the conve 
tion Monday morning by Gover 
Rolph. Mayor Bidwell presented t 
keys to the city. Mrs. Rolph 
also prominent at the meeting, bei 
the guest of honor at a breakf 
held for the ladies of the conventi 
Mrs. Cara W. Harding, vice-pr 
dent at large of the P. A. C. A., P 
sided. 

The convention was notable f 
elaborate entertainment, reproduc 
the atmosphere of the Days of ‘4 
To carry out this theme faithful 
there was a mock hanging which i 
pressed the advertising men with t 
sterling qualities of the early 
tlers. 

Officers were elected as follo 
Laura McDonald, Portland, vi 
president at large; William H. Ki 
Salt Lake City, senior vice-presidet! 
district vice-presidents, Orrin 
Seattle; Earl C. Green, Spokall 
Fred Tomaschke, Oakland; Me 
man Holtz, Portland; and D. T. M 
shall, San Diego. J. Brown Stra 
of Portland, was elected secreta 
treasurer. 


Kennedy Hat to Sharp 


Kennedy Hat Company, Clevelatt 
has placed its account with Ralph ¥ 
Sharp, Inc., of that city. Newspap 
and direct mail will be used. 


Jun 


_ 


ea . ene ee eee cena yee eee anes 2_0==—__o—oO__ hE ——————— a — 
ye j | | — 
pee sek ah Pe Re Co St REGS a ke eee -— 
a — a Tt.) 
7 | ey . 
} 
qa 
Ee es - * " t 
cote | — * 
‘ a , 
“yo ee ee ; i 
ai: a — ‘ ee : 
ores | we il ; 
ae ‘ ¢. 
oe : 
Ceo. ; % 
tee ; % 
oe Ae Tage : i 
piety = ; ‘ = 
Bee rd ‘ in i 
eee \ . | = 
“ey ne vs ‘ " ong * cy 
idee a : 
a i 
ea ee 
mei whe 
ats srs. 3 ‘ 
abies ife eS 
alm 
. es | = = —— a 
a, | i 
te eae \ \ b- 
ioe ez i 
: .. 
Fe 
wea ae 
ioe oe i -_- 
ee mes 7 
1S 
a eae ° 
Shee ie 
eee 
.§ 
j a 
it 
oo Sol ¢ 
raat ‘ 
Shs © We — 
. } a a 
: _—— 
tage | 
20 se : 
Res : i 
aie \ 
| f 
ieee oy 
ee 
omg 
‘ i 
amine 
ae 
ee | 
} 
: i 
bial 
= | : 
ce =a | “s 
ie oC =e Bs 
ig Maetis 3) . re \ as 
oe fe = a * 
—: 2 eae | : 
i wee a + iy 
sas — sae 4 ; 
ys = = ; 1 4 
Ly Ai == | 
TS Oe & I 
mo b ~~ ahd £5 . = ° 
cia “ee ’ 
——_—— SC ! 
t 
| 
i | 
@ 
a ee | ccnelineiemiaciitanan 
> 
tee: 
PRS Cpe Ripe Tc 4 : : | 
hee es | oer Pee ee a pete kate era oe Oe ease Soles. Sa eR, Evy eee ; Ge gaa ae caf ae ee SE Do am FRE apie ei or Pen a, etal et 4 Ee ides ie pata et 
eptn eeu ere iit ee oes = Bee ey Pee ee sank Beer 2 St pee. Ree es ee ee iy aa ci ; eee SE . A oat a ae a “ er iaaenle: ae ‘ Dae A fs 
q Pan ee ene peas 2 eo ic ne Et et Se ore ee) irc Oe Se we SiR a agen ener ee oe Ameer ar i eRe sy eee es apt abe cewek poh tenia eR ie ei! fio ae ne 
’ Sieh 25 ered ree Var rn ER eS RSet Se AN ies ita ce de eee Meton c Ek)? soe SAP Re as oe) = ROE MR ie civ ctengpattagn 7: Ot pa ememee yO Nire Raee ae > aM Nc a Sale? eg" ER AE gc pee Tae cae ARM eigen ey Meee «7 MR EC 


4, 193) June 24, 1933 ADVERTISING AGE 3 
Sa 


A. 


mea te a Ci te, 


1870...Sedan...On one side Napoleon I1I—dreaming of a return to the absolute power 
of his mighty kinsman...On the other side the keen German General von Moltke, a man 
with a key objective...Planning every detail of his campaign with a mechanical precision... 
While the French hold the heights on three sides of the fortress of Sedan, von Moltke’s 
concentrated attack carries the day for Germany. 


2 diene 


YES, WE FOUND OUR KEY 
OBJECTIVE, THE AMERICAN 
FAMILY —AND WE ARE 
CONCENTRATING ON IT. 


rted tha 
has bee 
that th 
eing inj 


“the i 
‘ush wit 
pportuni 
f today’ 


1 SEE YOU’VE BOOSTED OUR 
APPROPRIATION IN 
THE AMERICAN MAGAZINE. 
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The men who are leading business back to normal today are men who plan every detail of 
their business campaign in advance! For every advertising dollar they spend in 1933 they 
plan to get a full dollar’s return. These men realize that for the great majority of products 
the American family is their key objective...The copy they prepare is planned to appeal to 


“Can & this group... They place this copy in media which reach this group most effectively. 


urn to 
handise! 


@ The American family acts asa group _vertiser can logically reach 1,800,000 
...it thinks, plays, plans, spends to- families — mothers, fathers, sons and 
gether. More than ever keen advertis- daughters. 
ers are concentrating their attack in Strategists of 1933 are placing The 
The American Magazine —the adver- American Magazine first on their lists 
tising medium which reaches the family _... They agree that it is more profitable 
in its newly united state. to make a concentrated attack on the 
For this magazine is deliberately family as a whole...than to scatter their 
edited to appeal to the family group. shots in media with highly selective 
It is the one medium in which an ad- __ readership. 
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merican Magazine 


First with all the family 
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‘‘Advertising’s Job in the Changing 
World’’ 


The title of this editorial is the 
theme of the convention of the Ad- 
vertising Federation of America in 
Grand Rapids next week. It is both 
interesting and thought-provoking. 
Advertising men and women attend- 
ing the convention will do well to 
ponder this basic idea as they lis- 
ten to numerous discussions of ad- 
vertising plans and techniques. 

The most impressive feature of 
advertising is that its use has con- 
tinued to expand during the seventy- 
five years it has been recognized as 
an important business activity prin- 
cipally because it has been able to 
a. its to changing business 
needs. Advertisers have continued 
to employ it under constantly chang- 
ing conditions because they have 
found it so flexible that it could be 
applied to any business situation re- 
quiring the rapid dissemination of 
information to the public. 

Experience has shown that adver- 
tising can be used to build up de 
mand in times of rising business, 
and also to cushion the shock of 
decline in periods of low volume. 
It has been learned that while ad- 
vertising accelerates the growth of 
the little business striving to be- 
come a bigger one, it may likewise 
serve the largest and most stable 
enterprises. And it has been dem- 
onstrated that while advertising may 
have profitable sales as its imme- 
diate objective, it can also be used 
for public service and the develop- 
ment of public appreciation and 
good-will. 

The flexibility of advertising and 


its adaptability to all business re- 
quirements are based on two things: 
its mechanical excellence and rela- 
tive economy, and the desire of the 
public to be informed. On the one 
hand is a supporting industry of re- 
markable scope and efficiency, capable 
of producing advertising and trans- 
mitting it to the public at costs so 
low as to have been incredible a 
short generation ago. The manufac- 
ture of the materials and equipment 
required for the production of ad- 
vertising in the quantities employed 
today may be fairly ranked close in 
importance to the creative talent 
upon which advertising depends, if 
indeed it is not the most important 
single factor in making modern ad- 
vertising possible. 

Universal education and the prac- 
tical elimination of illiteracy have 
produced a population which is both 
hungry for information and critical 
of those who supply it. The chal- 
lenge which modern America directs 
at every manufacturer, merchant, 
publisher and teacher is the result 
of widespread education and free- 
dom of thought, and supplies both 
an opportunity and a responsibility 
to the advertiser. 

Because of the marvellous flexi- 
bility of advertising, and because the 
need for the prompt presentation of 
facts about products and services 
to the public will continue to grow, 
regardless of the conditions under 
which business is carried on, the 
Grand Rapids convention has chosen 
a topic which should develop con- 
structive thinking of a high order. 


A Job for Industrial Advertisers 


In his first interview with the 
press, Hugh S. Johnson, the adminis- 
trator who will execute the provi- 
sions of the new national industrial 
recovery act, said in response to a 
question, “We shall discourage the 
use of labor-saving machinery. Our 
purpose is to create jobs.” 

The coupling of these two sen- 
tences indicates that in the mind of 
Mr. Johnson lingers the exploded 
idea that the production and use of 
machinery do not require and stim- 
ulate employment. As the automo- 
bile, the greatest labor-saving ma- 
chine ever invented, has amply dem- 
onstrated, building, distributing, sell- 
ing and servicing machines may be- 
come the greatest employer of labor 
in the nation. 

Discouraging the use of improved 
machinery discourages the employ- 
ment of men in making machines, 
and reduces the employment of other 
men in their distribution and use. 
Providing mechanical assistance for 
labor does not reduce employment, 
but because of the services which 


are immediately called into being, it 
tends to create and expand it. Put- 
ting the industrial load on human 
backs alone is not only physically 
destructive but economically un- 
sound. 

The National Industrial Advertis- 
ers’ Association, composed of manu- 
facturers many of whom advertise 
machines and the parts and supplies 
required for their operation, will 
meet in Chicago next week. It has 
an.opportunity to go on record with 
reference to Mr. Johnson’s hasty 
and we hope premature statement. 

Industrial advertising is vitally 
concerned with the establishment of 
proper policies on this subject. Ad- 
vertisers in other fields will be in- 
terested in learning whether the new 
industrial control act is to be en- 
forced in a common-sense, practical 
manner. This may prove to be an 
initial and significant test of the 
ability of those given control over 
American industry to exercise that 
control with intelligence and mod- 
eration. 


Information 
for Advertisers 


The following documents may be 
secured without charge by any 
national advertiser or advertising 
agency from the companies sponsor- 
ing them, or through ADVERTISING 
AGE. 


No. 508. The Dellegram, June, 1933. 


This issue of The Dellegram, house 
organ for Dell Publishing Company, 
contains the second “Survey of 
Beauty,” presenting much valuable 
information gleaned from question- 
naires to Modern Magazine readers 
asking their cosmetic brand and price 
preferences. An interesting feature 
is a comparison with the results 
shown by the first survey, made six 
months previously. 


No. 509. 


Paper Manufacture at the 
Caslon Bond Mill. 

“A trip through the Munising 
Paper Company” plant which should 
be of interest to all users of paper. 
Methods and processes are carefully 
explained. 


No. 342. Where-to-Buy-It Service. 


For many years, advertisers have 
been struggling with methods of 
tying their advertising up with the 
local dealer. The number of plans 
suggested to this end ran into large 
numbers. The American Telephone 
& Telegraph Company and associated 
concerns apparently have really 
solved the problem with their Where- 
to-Buy-It service in local classified 
telephone books. The company’s new 
brochure explains in detail how 
brand names which have been burned 
into the consciousness of consumers 
are translated into the tinkling of 
the local dealer’s cash register. 


No. 446. The Shadow of a Man, 


“There was once a Sacred Number, 
and its name was Eighty-five,” this 
booklet by Redbook Magazine asserts, 
pointing out that advertisers once 
thought 85 per cent of all purchases 
were made by women. “Today, the 
Sacred Number is losing its punch. 
The true buying unit is The Family.” 
The attractive booklet contains re 
productions of the current series of 
advertisements in advertising papers 
which Redbook Magazine has used to 
stress this point. 


No. 471. How Much for “Point of 
Purchase”? 


A concise and complete discussion 
of the part played by point of pur- 
chase material in the selling plan, 
with particular reference to the value 
of Neon signs. Published by Neon 
Products, Inc., Lima, O. 


No. 468. Fadeless Publicity. 


An interesting presentation show- 
ing the wide variety of sizes, designs 
and colors in which enameled iron 
signs may be secured, and the uses to 
which they may be put. Also in- 
cludes details on cost, method of 
productions, and full color showings 
of signs made by Ingram-Richardson 
Manufacturing Company, by whom 
the book is published. 


No. 507. Hearst’s International Com- 
bined with Cosmopolitan. 


A most unusual volume.of,over 460 
pages, printed in usual book format 
by Yale University Press, designed 
to portray graphically the amount 
and scope of th editorial material 
appearing in each issue of Cosmopol- 
itan Magazine.” This book, perhaps 
a third larger than the average novel, 
contains the editorial material ap- 
pearing in the July..issue of Cosmo- 
potitan. 


No. 459. Fawcett Women’s Group. 


An exhaustive and detailed analy- 
sis of the circulation, by cities and 


towns of over 1,000, and by counties, 


of True Confessions, Screen Book, 

Screen Play, and Hollywood, the pub- 

lications which make up the Fawcett 

Women’s Group. 

No. 462. Route List of Retail and 
Wholesale Grocers. 

A complete list of groceries in 
Louisville, arranged geographically. 
Also a route list of drug stores. Pub- 
lished by The Courier-Journal and 
Louisville Times. 
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—Chicago Daily News. 


Warner Gives Views 
on Securities Bill 

To the Editor: Having read your 
valuable story in the June 3 issue on 
the new securities bill, and having 
encountered as much _ unfavorable 
speculation here concerning its effect 
on financial advertising as you re- 
port from the east, I think you may 
be interested in a few ideas which 
have occurred to me relative to the 
matter, since I disagree with the pre- 
valent opinion that financial copy 
will be well-nigh eliminated because 
of the difficulty and delay involved 
in getting approval by the proper 
authorities. 

If financial houses of issue wish to 
continue using advertising for the 
actual sale of securities, then the 
business will be exceedingly compli- 
cated. But if they alter the objec- 
tive of their advertising, it can con- 
tinue to be a valuable aid in the sale 
of securities. As I visualize it, ad- 
vertising will probably be used for 
securities issues somewhat as fol- 
lows: 

1. Shortly preceding the date of 
issue, the underwriter will run a 
series of advertisements describing 
in a general way the entire industry 
of which the concern is a unit whose 
securities are to be sold. This adver- 
tising will give a good idea of the 
industry and of the relative standing 
of the concern whose securities are 
to be put on the market, but will 
make no mention of these except per- 
haps to state that the advertiser will 
soon offer securities of a corporation 
in the industry described. 

2. Houses of issue will make a 
more studied and effective use of in- 
stitutional advertising and they will 
use it currently with the institutional 
campaign on the industry. 

By institutional advertising I mean 
of course that which is designed to 
give information about the house of 
issue itself: its years in the invest- 
ment banking business, the record of 
concerns for whom it has floated 
issues in the past, its reputation 
among its associates, the significance 
of its activities both to industry and 
to the public. 

Probably institutional advertising 
is seen at its best and in its most 
effective use in the campaign of 
American Telephone & Telegraph 
Company. While the layman may 
believe the telephone is an accepted 
institution which needs no advertis- 
ing, the telephone company realizes 
that it is all too easy for the cus- 
tomer to take its service for granted 
unless he . pone reminded of 


a A3 + 


Voice of the Advertiser 


the tremendously complex activities 
involved in the company’s service and 
the countless ways in which it serves 
the community through employment, 
purchases, etc., in addition to the 
actual telephone facilities. 

3. When the issue is to be an 
nounced the underwriter will use the 
simple announcement form of adver- 
tisement permitted under the new 
bill: “notice, circular, advertisement, 
letter or communication in respect of 
a security shall not be deemed to be 
a prospectus (which is the form in 
which the bill requires all securities 
sales information to be issued) if it 
states from whom a written pros 
pectus may be obtained and, 
in addition does no more than 
identify the security, state the price 
thereof, and state by whom orders 
will be executed.” 

Such an advertising program will 
cover all information pertinent to the 
floating of the issue except the final 
step which is the supplying of sales 
data. This sales data will have to 
take the detailed form of a pros 
pectus as specified in the securities 
bill. 

Thus advertising will be used as 4 
means of education and of providing 
information rather than for actual 
selling. In my opinion its’ greatest 
value lies in this use; when adver: 
tising is expected to sell as well as 
to educate and inform, then ballyhoo 
and high pressure nearly always 
must be injected into it—which is 
exactly what the new securities bill 
is designed to eliminate from invest: 
ment banking. 

There may be legal barriers to this 
procedure which I am not qualified 
to anticipate, but in my opinion 4s 
an advertising counsellor, it is sound 
and potentially effective as far 4 
sales strategy is concerned. 


W. S. WARNER, 


Warner-Clifton Advertising, 
San Francisco, Cal. 
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One-Club Golf Meets 


To the Editor: I was interested in 
reading what your paragrapher had 
to say in the first column of your 
issue of June 10, about the one-club 
golf tournament of the Advertising 
Club of Los Angeles. 

It is not uncommon here in the 
east to have such tournaments; for 
over 20 years golf clubs to which ! 
have belonged had at least one, some 
two, one-club tournaments yearly. 


FRANK L, ERSKINE, 
Advertising, Brockton, Mass. 
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General Outdoor Adv Co 


EXTRA MILLIONS 


Outdoor Advertisers, in Chicago, are offered a World's Fair circulation bonus 
that breaks world’s records in advertising value. 


Fifty million people from the four corners of the earth and every state in the union 
is the lowest estimated attendance to Chicago's great Century of Progress Exposition. 


Chicago, always a premium market with its teeming millions of alert, active, con- 
suming Americans, plus the vast transient audience attending the Fair, offers a 
golden opportunity that may not be repeated for another generation. 


If advertising dollars are looking for extra values — here is the time, the place, 
and the medium. 


Outdoor advertising, in Chicago, is accomplishing both a national and a local job 
for just the cost of local coverage. 


Write, ‘phone or wire .... the full story, in booklet form, is yours for the asking. 


INCORPORATED 


General Outdoor Advertising Co. 


515 Seuih Loomis Street, Chicago, Ill. 


Monroe 6800 | : | 
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LAY PLANS FOR 
ADVERTISING DAY 


Chicago, June 22.—Plans were com- 
pleted today at a meeting of leaders | 
of advertising and publishing or- | 
ganizations in Chicago for the cele- | 
bration of Advertising Day at the | 
Century of Progress Exposition June | 
30. 

More than 1,000 are expected to | 
attend the luncheon celebrating the | 
day at the Pabst Casino. Both | 
Rufus Dawes, head of the fair, and | 
Mayor Kelly are expected to be on 
hand to welcome visitors to Chicago 


| 
| 


as well as local advertising eed 


tives. 

The principal address will be made | 
by Grover Whalen, general manager | 
of John Wanamaker’s, New York, 
and president of the New York Ad- 
vertising Club. 

The theater building housing the 
advertising film which will be adver- 
tising’s official exhibit at the fair will 
also be dedicated at the same time. 

Many of those attending the A. F. A. 
convention at Grand Rapids and the 
N. I. A. A. convention in Chicago 
are expected to attend the luncheon 
and other features of Advertising 
Day. 


Cleveland Club 
Picks New Trustees 


Five trustees have been elected by 
the Cleveland Advertising Club for 
three-year terms. 

The list includes Allen L. Billings- 
ley, president, Fuller & Smith & 
Ross; Walter J. Daily, advertising 
manager, refrigeration division, Gen- 
eral Electric Company; Charles H. 
Kellstadt, Sears, Roebuck & Co.; 
Robert C. Rice, Corday & Gross Com- 
pany; and William T. Symes, Symes 
& Olds Company. 


Meredith Is Host 


Meredith Publishing Co., Des 
Moines, Ia., was host to agency men 
and others interested in the farm 
market at a dinner in Cleveland this 
week. E. B. Stapleforth was in 
charge. 


NEW VIEWPOINT 


| - | 
wi 
:. 
Mrs. Frederick M. Alger, Detroit, 


who will give the consumer's view- 
point on advertising before the 
Council on Women's Advertising 
Clubs at Grand Rapids next week. 


Snap, Crackle & Pop 
Work for Kellogg 


Backed by a national sampling 
drive in which a package of Rice 
Krispies, accompanied by an attrac- 
tive four-color children’s booklet de- 
picted various poses of Messrs. Snap, 
Crackle and Pop, Kellogg Company 
has launched an intensive drive for 
this cereal, using the three newly- 
created characters as a keynote. 

Newspapers, magazines, outdoor 
and radio are all being concentrated 
on promotion of the cereal. 


Makes Beer Coolers 


An arrangement has been con- 
cluded by Frigidaire Corporation 
with Brunswick-Balke-Collender Com- 
pany whereby Frigidaire will supply 
refrigeration equipment for all Bruns- 
wick bar fixtures. 


L. A. Brewer Dead 


Luther A. Brewer, 74, founder of 
the Torch Press, Cedar Rapids, Ia., 
died in that city recently. 


20,000 Nebraska 
boys and girls try 
for Washington trip 


Every year the Omaha World- 
Herald sends Nebraska’s Champion 
Speller to the National Spelling Con- 
test in Washington. Thousands of 
families follow the results of county, 
state and the national contest 
through their home newspaper—the 
Omaha World-Herald. The World- 
Herald’s first entry in the national 
contest won the National Spelling 
Championship. 

Through hearty support of such 
local educational projects this great 
home paper has won the respect and 
good will of parents, teachers and 
all educational groups. 


ezm CIRCULATION 


pst ezn. Local, Hational and 
SIA Classified ADVERTISING 


Delivered to 
8 out of 10 
Omaha Homes 
by carrier 


Where 55% of the fam- 
ilies own their own homes. 
the paper that is read in 8 
out of 10 homes has the 
big selling punch. 


Local retailers, for 25 
years, have placed the big- 
gest part of their advertis- 
ing budget with the World- 
Herald. National adver- 
tisers follow this lead and 
use twice the lineage in the 
World-Herald over any 
other paper. 


Get into Omaha now— 
the hub city of the new 


prosperity of high hog 
prices, high wheat and corn 
prices, 


O'MARA & ORMSBEE 


National Representatives 


OMAHA WORLD-HERALD 


Mebraskas HOME Hewspaper 


CHANGES IN ROTO 
SET-UP PROMISED 
AT N. Y. MEETING 


Provost Elected Head of 
Association 


New York, June 22.—‘‘Advertising 
agencies and advertisers have voiced 
a challenge to rotogravure which we 
accept with a determination to bring 
rotogravure to its rightful position 
of importance among the established 
media,” said Daniel Provost, of The 
New York Times, following his elec- 
tion to the presidency of the Roto- 
gravure Advertising Association at 
the fourth annual meeting here this 
week. 

verett Stone, Rochester Democrat 
Chronicle, is the organization’s new 
vice-president. Leland Wooters, Des 
Moines Register and Tribune, was 
elected secretary for the third time, 
and D. W. Davis, Union Republican 
and News, Springfield, Mass., and 
Cc. P. Barber, Providence Journal, 
were named directors. 

Mr. Provost’s statement of policy 
was judged a satisfactory answer to 
two convention speakers, Stuart D. 
Cowan, president, Cowan & Dengler, 
Inc., and Melbert St. Georges, N. W. 
Ayer & Son, who pointed out that the 
development of rotogravure advertis- 
ing had been drastically handicapped 
by the failure of publishers to give 
the medium the representation it 
deserved. 


Gallup Describes Study 


The third outside speaker, George 
Gallup, Ph.D., director of research, 
Young & Rubicam, Inc., described his 
method of testing the effectiveness of 
newspaper advertising and summar- 
ized conclusions of his studies with 
respect to rotogravure. 

Representatives of 25 rotogravure 
newspapers attended the _ business 
sessions Monday and Tuesday, and 
an equal number of agency men and 
representatives of allied gravure in- 
dustries joined them at the luncheon 
meetings. 

Mr. Cowan declared loosely-organ- 
ized selling methods have been the 
most severe handicap to rotogravure 
and urged the members to coordinate 
the selling of this medium to na- 
tional advertisers so that national 
coverage in rotogravure could be 
purchased as conveniently and effi- 
ciently as in radio or magazines. 

He emphasized the fact that seem- 
ing discrepancies, due to the lack of 
uniformity in rotogravure rates, dis- 
courage agencies from _ projecting 
rotogravure campaigns on a true na- 
tional basis, and predicted that, when 
the situation is organized in the 
right way by newspaper publishers, 
advertisers will be as interested in 
buying the space as publishers are 
in selling it. 

Mr. St. Georges agreed with Mr. 
Cowan that rotogravure should be 
sold as a national medium and added 
that it should not be placed in com- 
petition with any other section of 
the newspaper. 

“The Sunday newspaper is the 
purest and best newspaper circula- 
tion that can be bought today,” he 
said. “Because of its universal ap- 
peal to every member of the family, 
the rotogravure section should be 
preferred by the advertiser.” 


Suggests New Rate Standard 

Prefacing his talk, Dr. Gallup sug- 
gested the time had come when mill 
read rates should be established for 
advertising mediums. 

“A definite advance in advertising 
was made when the milline rate, 
giving a measure of the cost of reach- 
ing a potential audience, was con- 
ceived,” he said. “The adoption of 
mill-read rates will be a comparable 
progressive step.” 

His studies of rotogravure indicate 
that it is the best read section of the 
Sunday newspaper, all members of 
the family considered; that every 
rotogravure page gets practically the 
same attention as the front page of 
the first section; that an advertise- 


HEADS ROTO GROUP 


Dan Provost, "New York Times,” 
new president of Rotogravure Ad- 
vertising Association. 


ment which normally would attract 
10 per cent of the adult readers of a 
newspaper in a black and white sec- 
tion would stop 35 per cent in roto- 
gravure. 

“Our studies have disclosed unique 
differences in the reception of roto- 
gravure advertisements as compared 
with black and white which the ad- 
vertiser can observe with profit,” said 
Dr Gallup. 

“All rotogravure advertisements 
have equal chance of being read, re- 
gardless of position or size. The ad- 
vertisements which follow the style 
of rotogravure editorial are better 
read than those which seek to attract 
attention with line drawings. 

“Color appears to be of little value 
in rotogravure when used as a means 
of attracting attention. When em- 
ployed in the presentation of the 
product, however, it has great ad- 
vantages. For that reason I predict 
color roto is destined for steady 
growth and that within a few years 
it will be possible for the national 
advertiser to get blanket coverage in 
color roto just as easily as he buys 
a four-color page in a national maga- 
zine today.” 


Martin Elected Head of 
Curtis-Martin Papers 


John C. Martin was elected presi- 
dent of Curtis-Martin Newspapers, 
Inc., by the directors this week, suc- 
ceeding the late Cyrus H. K. Curtis. 
Mr. Martin had been vice-president 
and general manager of the company. 

The company publishes the Phila- 
delphia Ledger and Evening Ledger, 
Inquirer, and New York Evening 
Post. 

Charles A. Tyler, formerly secre- 
tary-treasurer of the company, was 
elected vice-president. 


Starts Advertising 


Clearing House 

F. Ohlrich, formerly in charge of 
advertising production for Frederick 
Herrsechner, Inec., Chicago, has 
launched Merchandising Advertisers 
at 2843 N. Long Ave., Chicago, for 
the purpose of offering a clearing 
house service to buyers of art, en- 
graving and printing. 

John H. Vaughn, 1717 LaFayette 
Ave., S. E., Grand Rapids, Mich., has 
been appointed Michigan representa- 
tive. 


Lever Brothers in 
“Prosperity Drive” 

Backed by special prices and fea- 
ture sales on all Lever Bros. prod- 
ucts, the company has launched a 
national “prosperity builders” sales 
campaign which will run until the 
end of July. 

The keynote of the campaign, “Now 
is the time to plan for prosperity,” 
will be featured in window displays, 
hewspaper advertising, and other 
forms of promotion. 


Chicago Agencies Merge 

Victor A. Irvine, formerly presi- 
dent of Irvine & Co., has merged his 
interests with Dosch-Kircher Organ- 
ization, Chicago direct-mail agency. 
Among his accounts which now will 
be serviced by the latter organiza- 
tion are Sandel Manufacturing Com- 
pany, Galvin Manufacturing Corpora- 
tion, and Electronic Devices, Inc. 


BEER COPY IS 
BARRED BY MOST 


WOMEN’S PAPERS 


But Old Ban on Cigarettes 
is Withdrawn 


New York, June 22.—The leading 
women’s magazines, with one pog. 
sible exception, will not accept beer 
advertising, for the present, at leagt. 
Most of the general magazines wil] 
accept beer copy, but there is also ap 


outstanding exception to this rule, 


This summarizes the results of a 


short investigation made by Abvgp 


TISING AGE among leading publishing 
organizations. It was inspired by the 
report that a large western brewer jg 
planning to place a magazine cam. 


paign of large proportions. 


The Curtis Publishing Company 
will not accept any beer advertising, 
This applies not 
only to The Ladies’ Home Journal, 
but to The Saturday Evening Post 
and The Country Gentleman. The 
company reserves the right to change 
this policy without notice, but feels 
that at present, there is too much 
to permit its 
makers to use the columns of these 


for the moment. 


opposition to beer 


magazines. 
Accept Beer Copy 


The Crowell Publishing Company 
will accept beer advertising for Col- 
American Magazine. but 
will not insert such copy in The 
Woman's Home Companion or The 
This existing policy 
is also subject to later modification. 
Magazine Company 
will accept beer advertising for all 
of its magazines except Good House- 
keeping. That, at least, is the pres 


lier’s and 


Country Home. 


International 


ent set-up. 


The Butterick Publishing Company 
has adopted no rigid policy. A rep 
resentative explained that the com- 
pany feels that each beer campaign 
might offer a separate problem. The 
publishers conceive of beer exploita- 
tion which might be handled s0 
gracefully that they could not pos 
sibly cause offense to the most sen- 
It is equally possible 
for beer advertising to be so blatant 
that it would be inappropriate in its 


sitive person. 


publications, the company believes. 


This attitude is the same as that 
now governing many of the leading 
women’s magazines in regard to cig- 
A month ago, most of 
which _ had 


arette copy. 
the women’s. papers 
hitherto declined cigarette copy unde 


any conditions let down the bars to 
subject to the same 
standards of good taste applied to 
The Ladies’ 
Good Housekeeping 
and others are now accepting cig: 
arette copy for the first time in their 


this product, 
any other advertising. 


Home Journal, 


history. 
See Restrictions Withdrawn 


This indicates to many that pres 
ent restrictions on beer advertising 
will eventually be withdrawn, the 
only question being how soon be 
Dn 
connection with cigarette advertis 
ing, it is recalled that it was only 
two years ago that The Saturday 
Evening Post let down the bars to 
cigarette manufacturers, after many 
years of refusal to accept this type 


liberalization will take place. 


of copy. 


With this concession still a = 
the 
company has now admitted such copy 
to the columns of The Ladies’ Homé 
Journal, indicating the rapidity with 
which changes in public opinion, and 
consequently in the thinking of pub 


paratively recent occurrence, 


lishers, take place. 


Red Lion Gasoline 


Held “Blessed Event’ 


Borrowing the Winchell phrasé 
Gilmore Oil Company introduced # 


new Red Lion Gasoline on the Pé# 


cific Coast this week, describing the 
product as a “blessed event” for me 


torists. 


Copy also describes the fuel as 4 


“fortified gasoline.” 
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fa for Kalston-a 2df Cerea 
nit its © 
ft these d 
received from one page 
e es 
a in The Comic Weekly 
ne, but 
in The 
or The 
xy policy 
aa ERE’S the record-breaking advertisement! 
for all Notice particularly it called for Ralston box tops—not just 
House. coupons. And Ralston is a high quality whole wheat cereal regu- 
gles larly priced at 25¢ a package. No other advertisement ever 
ompany published pulled as many box tops or other direct evidence , 
by be of the purchase of a client’s product. This page appeared in 
mpaign The Comic Weekly, Sunday, February 19—so that its produc- 
~~ tive period encountered the handicap of the national bank 
mt ra moratorium. Hence the record-breaking results are doubly 
Lot pos significant. They demonstrate again the ability and willingness 
south of readers of The Comic Weekly to spend money in response 
blatant to advertising in The Comic Weekly regardless of conditions. 
“ 7 The high day’s return was 28,372 box tops. Three months 
e " . . . 
as that later, box tops were still coming in at the rate of 200 per day. 
leading 
| to cig: 
most of 
-h had 
yy under 
a. alston Sales increase up to J 
e same ff 
plied to a 
Ladies’ 
keeping 
ing cig Here are the sales figures reported since tising in Ralston history. Why? Because 
in toy the appearance of this advertisement on everybody reads the comics. The Comic 
sae February 19. Weekly gave Ralston the opportunity of eco- 
os el nomically reaching not only the parents but 
ertising Ralston sales increased 24.1% in Feb- also the children who are the real cereal 
wn, b. ruary; 46.9% in March; and 42.9% in eaters. 
yon P ’ 
> 2 April over last year’s sales. 5,000,000 circulation—concentrated in the 
ras only wealthiest buying areas—The Comic Weekly Every Sunday five million families (more than 
aturday a reaches the entire family. For men it holds 15,000,000 people) read The Comic Weekly. They 
bars to ‘ ° must know what is happening to Tillie the Toiler, 
or many re dipoles than the sports page; for Jiggs, Barney Google, Felix the Cat, Skippy, Pop- 
his type ° women, more interest than the woman’s and Bye, and ether beloved characters. That's why 
owest nq ult y OSs t society pages. For children, it is all absorb- pr ciety — shrewd advertisers place their 
a oom . : ing to - a of this at a cost of 14 of a et Batam te as aan 
- H cent per family. Weekly sells goods. 1932 was its biggest year. 
ss in Ra ls ton istory ” . 1933 promises to be even better. 
es with . ‘ For complete information on this powerful The Comic Weekly, distributed with the 17 great 
ion, and The Comic Weekly also set an all-time, low new advertising medium, and proof of any Hearst Sunday Newspapers, is a unique advertising 
of pub inquiry cost record on Ralston—lower than statement: made, call Columbus 5-2642 in eppertunny. 
any publication, radio or other form of adver- New York, or Superior 6820 in Chicago. 
vent” * 
phrase, 
duced 4 $ C 
the Pe ; | 
bing a 
for m . 
" Everybody Reads The Comic Weekly 
1 as a . - . * . : J 
“ 989 Eighth:Avenue, New York City Palmolive Building, Chicago 
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SEE PROMOTION 
BY INDUSTRIES 
AS NECESSARY 


Proposed Code Includes 
This Provision 


Highlights of Codes 


Chicago, June 22.—Highlights of 
actual or proposed codes of various 
industries, as reported by correspond- 
ents of “Advertising Age,” are as 
follows: 

Automobile industry: F. O. B. 
quotations will probably be discarded 
in the completed code. 

Drug _ industry: Prohibition of 
substitution will be one of keynotes 
of proposed code. 

Grocery industry: Purchase price 
plus minimum distributing charge is 
proposed. 

Toy industry: Consignment sell- 
ing is banned in the code sent to 
Washington for approval. 


Washington, D. C., June 22.—Co- 
operative advertising for each indus- 
try is provided by the model code 
submitted to the administrator of the 
industrial recovery act for guidance 
of trade associations by National As- 
sociation of Manufacturers. 

While no official action on this 
model code has been taken by the 
administration it is believed to meet 
with general approval and has al- 
ready been used as the basis for ac- 
tion by several industries. 

The model says that “the emer- 
gency national committee may estab- 
lish a marketing code on co-operative 
advertising,” among other provisions. 

Another outstanding paragraph in 
the model code provides for “divi- 
sion of consuming territory into 
market areas, providing for plants 
best equipped to serve particular 


markets to concentrate sales efforts 
in such districts.” 

Other phases of marketing which 
come within the purview of the 
emergency national committee as de- 
fined in the code are group selling, 
classification of outlets or purchasers 
and recognition of standard and eco- 
nomically justifiable price differen- 
tials among them, adoption of uni- 
form grading of products, collection 
and interchange of credit informa- 
tion. 


F. O. B. Prices Doomed 


Detroit, Mich., June 22.—While ad- 
vertising itself will probably be little 
affected directly, the two factors of 
marketing and prices will almost 
surely undergo significant changes if 
the automobile industry organizes 
under a code of competition to meet 
the requirements of the industrial 
recovery act. 

This is the trade consensus as 
gleaned by ADVERTISING AGE follow- 
ing the meeting here today of the 
committee appointed by Alvan Ma- 
cauley, president, National Auto- 
mobile Chamber of Commerce, to 
consider the relation of the industry 
to the recovery act. The committee, 
composed of Donaldson Brown, Gen- 
eral Motors, chairman; Robert C. 
Graham, Graham-Paige; B. E. Hutch- 
inson, Chrysler; A. E. McKinstry, 
International Harvester, and H. L. 
Moekle, Ford, decided to begin at 
once a complete study of the ques- 
tion from every angle and to hold 
further meetings at an early date. 

One trade practice agreement al- 
most certain to be adopted, accord- 
ing to representative opinion, is the 
abolition of the f. o. b. quotation. 
Dealers have long complained of the 
present situation whereby prices are 
determined by geographical influ- 
ences. 

Seems Doomed to Go 


It is no secret that efforts to do 
away with it have been blocked by a 
minority of the industry. Majorities, 
however, rule under the recovery 
act, and the f. o. b. seems doomed to 
go. If freight charges are spread 
equally among all car buyers, the San 
Francisco purchaser will pay the 


THEY ACTUALLY BELIEVED IT! 


Back in the old Chicago World’s Fair time when a 
man was known by the dash of his mustachios, house- 
holders decorated their grounds with a bush bearing 
handsome crimson fruits called “love apples.” Eat them? 


Tush! 


dhood! 


times the number 
of reconditioned 
Nash cars per 
capita!) Nash ad- 
vertising appears 
regularly in the 
New York Am- 
sterdam News, 
dominant local 
Negro newspaper. 
Source: Survey by 
R. L. Polk & Co. 


THE 


tions? 


request. 


Everyone knew those lovely red globes to be 
poisonous. Why they had been warned about it since 


Some unknown fellow discovered that they tasted good 
(and lived!). Soon a highbrow savant or two announced 
that this beautiful fruit renamed “tomato,” contained 
some peculiar qualities called vitamins (they announced 
that even children absolutely required them). 
canneries, retailers, started building their fortunes around 
the once-feared love apple. 


Farmers, 


The world continued to move. 


Fixed ideas are hard to overcome! 


If you are a sales or advertising executive do you believe 
that all marketing is cut and dried? 
marketing to be ever new, changing with altering condi- 


Or do you believe 


We believe we have a story to tell that will interest alert 
merchandising men. ® It will be mailed to you upon 


NEGRO PRESS 


represented by 


W. B. ZIFF CO. 


we 
608 S. Dearborn St. 
Cnicaco,*IL. 


551 Fifth Ave. 
New York City 


A. F. A. SPEAKER 


Wendell L. Willkie, president, Com- 

monwealth & Southern Corporation, 

who will address a general session 
of the A. F. A. 


same price for his new car as the 
driver living in Detroit. 

Number of models seems certain 
to be reduced. Although a trend in 
that direction has already mani- 
fested itself, each manufacturer has 
been forced to match competition 
when a new model, satisfying per- 
haps a temporary fad, has been in- 
troduced. The industry seems 
wholehearted in its desire to limit 
models to a definite number of types. 
An agreement setting a _ definite 
time of year for model changes also 
appears to be in prospect. 


See Rising Prices 


With minimum prices likely to be 
established, opinion has been ex- 
pressed that a horizontal increase 
will be placed in effect. Rising ma- 
terial costs and wage boosts make a 
provision of this nature almost man- 
datory. 


Parts manufacturers, it is believed, 
will play an important role in any 
agreement affecting price. If they 
are brought into the industry code, 
the agreement will probably take on 
a “vertical” aspect, with price ad- 
vantages accruing, in no small re- 
spect, to the makers of units for 
motor cars. 


Automobile dealers have expressed 
keen interest in the progress of the 
code development. Their lot during 
the past few years has been far 
from a profitable one. Dealer or- 
ganizations have been making plans 
to lobby for the right to enter into 
regional agreements covering their 
own business. Their axe is the 
trade-in. They want agreements on 
used car allowances. 


With the current dealer set-up 
whereby an increasing number of 
showrooms are becoming silent sub- 
sidiaries of automobile manufactur- 
ers, the manufacturers, themselves, 
it is believed, will be far from ad- 
verse to a plan for used-car stabil- 
ization. 


No Effects on Advertising 


Factors pointing to the likelihood 
of automotive advertising continu- 
ing at a good pace even in the face 
of trade agreements are: first, the 
many price classes, and second, the 
wide diversity of appeal among cars 
even in the same price class. 


These influences, local agencies 
with automotive accounts said, will 
operate to make necessary continued 
competitive advertising within the 
trade on no lessened scale, and will 
act against allowing automotive copy 
becoming only co-operative display 
against other industries competing 
for the transportation and entertain- 
ment dollar. 


Restrict Distribution 
of Medicinal Products 


St. Louis, Mo., June 22.—Restric- 
tion of sale of medicinal products 
to legitimate outlets designated as 
“retail establishments having super- 
vision of a registered pharmacist” 
is included in the code adopted by 
a meeting of Drug Center, Inc. 


All branches of the industry were 
represented at the meeting, 95 per 
cent of the retailers of this area 
sending delegates. 

The new code stipulates that “ad- 
vertising of drug products shall be 
truthful as to quality and grade.” 
It contains a provision “to help re- 
employment by elimination of all 
substitution and switching.” 


Advertising Club 
Hears Food Expert 


St. Louis, June 22.—‘The X Plan” 
was described to the Advertising 
Club of St. Louis this week by Au- 
gust E. Gilster, president of General 
Grocery Company, who has repre- 
sented his industry in several 
Washington conferences. 

In its simplest terms, this plan 
provides that no distributor shall 
sell merchandise below the purchase 
price, plus a minimum distributing 
charge. 

“The minimum charge to be added 
by each link in the chain would 
have to be determined by careful 
study,” said Mr. Gilster. 

“In general, it would be a _ per- 
centage equal to or possibly lower 
than the margin of the most eco- 
nomical recognized form of com- 
bined wholesale and retail distribu- 
tion in the food trade. 

“This percentage would have to 
be broken into two parts, one rep- 
resenting the minimum distributing 
charge added to the purchase price 
by wholesalers and the other the 
minimum charge over such purchase 
cost to be added by retailers. 

“Under this plan no legitimate 
distributor would be penalized. The 
cash-and-carry or non-Service distrib- 
utor would still be able to sell at 
prices less than the service distrib- 
utor, but the inclusion of the per- 
centage in the selling price of every 
product would prevent ruinous and 
unethical price-cutting that has so 
demoralized the trade.” 


Toy Industry Bans 
Consignment Sales 


New York, June 22.—The toy and 
playthings industry has banned con- 
signment selling as an unsound prac- 
tice adding to the cost of distribu- 
tion, in its practice code. This type 
of selling, the code asserts, is in 
the long run unprofitable alike to 
manufacturers and dealers. 

Paragraph 8 of the new code cov- 
ers misrepresentation: ‘Misrepre- 
sentation of merchandise on the part 
of all parties in respect to style, 
color, size, substance, design or qual- 
ity, or the use of false, deceptive, 
untrue or misleading statements by 
way of advertising, branding, or 
otherwise concerning the nature and 
character of merchandise on the part 
of any or all parties concerned are 
unfair trade practices.” 

Another provision is that merchan- 
dising delivered to the retailer ac- 
cording to order shall not be re- 
turned except upon written agree 
ment of the maker. 

Pirating will also be barred. It 
was described as “one of the most 
demoralizing practices in the toy in- 
dustry, destroying incentive and 
curbing creative genius.” 


Ask Curb on Import 
Furniture Activity 


Chicago, June 22.—In adopting a 
trade practice code, the National As- 
sociation of Furniture Manufactur- 
ers has asked the administration to 
“take such action on importation of 
furniture as may be necessary to 
prevent practical negation of the 
effects of this code.” 

The document provides that each 
branch of the industry shall form 
iis own agreements. 


Mann Has New Post 


The Country Life-American Home 
Corporation has announced the ap- 
pointment of Water Mann, associate 
editor of Sales Management and pres- 
ident of Walter Mann & Staff, as 
head of its newly created department 
of merchandising and research. 


NEWSBOY TEAM 
SELLS BENEFIT 
OF ADVERTISING 


“Flint Journal’’ Wins Firs 
Bingham Trophy 


Chicago, June 22.—The R, wy 
Bingham Newspaper Boy Trophy, of. 
fered by the publisher of the Lowi. 
ville Courier-Journal and Times, was 
carried off by two bright boys repre 
senting the Flint Journal at the ap. 
nual convention of the Internationa) 
Circulation Managers’ Association a 
the Hotel Stevens this week. 

Four two-boy teams, the champions 
of their respective regions, compete; 
for the trophy, offered for the firs 
time. The judges, including ty 
agency men and four newspaper ex. 
perts, were provided with scorecar& 
with which to judge the presents. 
tions. 

While the winning team was super. 
ior on almost every count, it wa; 
noted that it was the only one of th 
four giving the demonstrations of 
carrier salesmanship to analyze the 
advertising section of its paper. The 
Flint standard-bearer pointed ou 
that a perusal of the Friday advertis 
ing pages alone would save the reader 
many times the annual subscription 
and they proved this point in uw 
mistakable fashion. 


The Judges 


The judges were John A. Dickson, 
vf Mitchell-Faust-Dickson & Wie 
land, Chicago agency; A. G. Ens 
rund, J. Walter Thompson Company; 
John H. Black, Chicago Evening 
American; S. E. Thomason, Chicagi 
Daily Times; W. E. Donahue, Chi: 
cago Tribune; and Thomas Bohan, 
Chicago Daily News. 

The association sent strong reso 
lutions to Congress urging that news 
Papers be exempted from the pro: 
visions of the child labor amendment; 
which has been passed by twelve 
states. It pointed out that this 
amendment would bar boys less thal 
eighteen years from the only avenue 
of employment now open. 

James C. Montgomery, Detroi 
News, was elected president succeed} 
ing John T. Toler, Atlanta Constitu 
tion. Other new officers are: firs 
vice-president, Frank Newell, Toled( 
Blade; second vice-president, Lew 
Hoffman, St. Louis Star & Times 
Clarence Eyster, Peoria Star, was re¢ 
elected secretary-treasurer for hi 
sixteenth term. | 

New directors are Jack Estes, Da 
las Journal; R. S. Cowan, Toronti 
Star; David H. Smith, Journal, Port 
land, Oreg., and E. P. Schwartz 
Register & Tribune, Des Moines, Ia} 

The next annual meeting will b 
held in New York the third week i 
June. | 
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New Haven Club to 
Give Award of M 


The Advertising Club of 


Haven, Conn., at a recent dinne 


‘{ famili 


New Most 


meeting voted to establish an awa Seven 


of merit to be conferred annually 0 
the New Haven resident who h 


contributed most to the city’s wel) . 


fare. 

Leslie H. Tyler, recently re-elec 
president, and other officers were 
stalled at the meeting. Roger Co 
nolly, managing editor, New Ha 
Evening Register, was the principa 
speaker. 


Right Racketeering 


Austin, Tex., business and adver! 
tising men, aroused by “advertisi 
racketeering,” have organized to 
cure the appointment of a vigilanc 
or mayor’s committee which will it) 
vestigate all advertising projects Dé} 
fore issuing permits for solicitation 


Heads Typothetae 


Harold R. Perry, Perry Pres 
Naugatuck, Conn., has been elect 
president of the Bridgeport, Cont, 
Typothetae chapter. Victor H. Bo 
is vice-president and Eugene Vi 
Dyke, treasurer. D. C. Honan C0 
tinues as executive secretary. 
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In Manhattan 
Borough, New 
York City, Ne 
groes buy almost 
twice the number 
of new Nash cars 
per capita. (They | 
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OW. a : 
NY, ob RISING economies in advertis- 
Lowis. , : , 

s, wu| ) ing are possible if somewhat more 
repre 


| than ordinary attention is given to distrib- 
tional! yting the messages in logical relation to 
theplaces wherecustomersareto befound. 


opi : 

‘peti! +A one-minute study of the story told 
@ first i i 

° iw by the maps on this page will make clear 
er ex 


er ex! che opportunity which many advertisers 
senta| have Of getting more advertising for 
their money. 
‘tm| Conditions today offer extraordinary 
a s rewards to those who accurately measure 
. The the domestic market. It is the only mar- 
bal ket in the world which offers American 
vata| goods any solid foundation. 
in uw} In easier times, many advertisers paid 
attention almost exclusively to 60 per 
ickson| cent Of the available domestic sales op- 
be. portunity (cities 10,000 and over) leav- 
venin| ng 40 per cent (places under 10,000) 
~~ for later attention. 
Boha| There are billions of dollars worth of 
s reso| business in the 40 per cent areas—more 
‘ep than all our export markets ever gave 
ment us. The present necessity for getting ALL 
t this the business available makes a review of 
a sales plans, based on studies like that 
shown here, vital. 
uceee] The advertising plan that treats Iowa, 
.: firs] or any other state, as though only its cities 
ered furnished customers shows some surpris- 
imél ing gaps when measured against all the 
or hij sources from which business really comes. 
es, Dol Advertisers who see the opportunity 
ee in this multi-billion-dollar field find it 
hwar| the more attractive because of the readi- 
will ness with which it can be influenced 
through Country Gentleman families. 
These 1,650,000 Country Gentleman 
Meril {milies are known to be among the 
t New Most substantial in their communities. 
aval Seventy per cent own homes; 86 per cent 
ho haf Own automobiles. The cost of influenc- 
ee ing them monthly with a full page in 
the magazine they like best is but 314 
Havel Cents per year per family. = 
If you would like to measure your own 
national sales and advertising program to 
| i see how it fits this opportunity, we shall 


ertisi A 
be glad to assist, or do the work for you. 
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THE 
Country GENTLEMAN 


a FAMILY COUNSELOR TO MORE _THAN 
5,900,000 PEOPLE 


Cont 
H. Bol 
ne “ 
an con... Key to 40% of National Sales Potential 


|} JVLAKE YOUR 
ADVERTISING 


BALANCE 
™™™ Sales 


Opportunity 


PERCENTAGE FIGURES IN COUNTIES SHOW 
ADVERTISING COVERAGE OF NATIVE WHITE FAMILIES 


Copyright American Map Co. New York—6345 Copyright American Map Co. New York—6345 


Counties shown in dark grey in 
all three maps show where com- 
bined circulation of magazines 
used equals 30% or more of na- 
tive white families. 


Counties shown in light grey in 

all three maps show where com- 1 
bined circulation of magazines 

used is less than 30% of native 

white families. 


Manufacturers who advertise in a leading 2 
weekly and in a leading woman’s magazine 

buy circulation equal to 22% of all native 

white families in Iowa. In eight counties 

this coverage is 30% or better. 


When a second weekly magazine is used in 
addition to the first two magazines, coverage 
of native white families in lowa is increased 
to 30%. In twenty counties this coverage is 
30% or better. 


Copyright American Map Co. New York—6345 


3 When The Country Gentleman is used instead of the second weekly maga- 
zine, the combined circulation of The Country Gentleman, the leading 
weekly and the leading woman’s magazine equals 38% of all native white 
families in Iowa. In eighty-five counties this coverage is 30% or better. 
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Ben Sweetland 
Writes Lessons 


| On Direct Mail 


as 


St. Louis, Mo., June 22.—Negative 
analyses of products are recom- 
mended by Ben Sweetland, former 
president of the Direct Mail Adver- 
tising Association, as a prelude to 
positive selling. Mr. Sweetland 
makes this point in a series of bro- 
chures on sales letter writing and 
the fundamentals of direct mail ad- 
vertising. 

The ten lessons have been issued 
and copyrighted by Gerding Publish- 
ing Company, St. Louis. 

“I once handled a campaign for 
London Terrace, largest apartment 
house in the world,” Mr. Sweetland 
relates in illustrating his point. “I 
asked the agent what were the worst 
things he could think of regarding 
the place. 

“I knew all of its good points. I 
wanted to know some of the reasons 
why people would not rent. These 
would enable me to overcome sales 
resistance, while the good points 
would talk for themselves.” 


Gives Copy Formula 


Mr. Sweetland’s formula for suc- 
cessful advertising is divided into 
three parts: objective, resistances 


and plan of action. He asks: “What | 
is your plan of action to overcome | 
the resistances to reach the objec- 
tive?” 

He explains, however, that maior | 
objectives must usually be broken up | 
into several minor ones. 

“For example, if you have a prod-| 
uct which is just being introduced, 
one minor objective is gaining recog: | 
nition and acceptance of that prod-| 
uct. The next minor objective is 
sifting the masses of possibilities to 
develop interested prospects. 

“The third minor objective is meet- 
ing competitive activity. The fourth 
is co-ordination of all selling activi- 
ties. The fifth and last is a coherent 
plan of advertising.” 

Mr. Sweetland disclaims any in- 
tention of doing anybody’s writing 
for him, offering as his own objec- 
tive the instilling of sound funda- 
mentals. 


Must Use One Price 


The Colorado legislature has passed 
a law making it illegal for chain 
stores to sell the same merchandise at 
different prices in different stores. 
The law exempts fresh fruits and 
vegetables, and also makes an allow- 
ance for varying transportation costs. 


Majestic Boosts Prices 
Price boosts on all Majestic re- 
frigerators, effective July 1, have 
been announced to the trade by 


Grigsby-Grunow Company, Chicago. 


New Suit Filed by 


. 
“Farmer’s Guide” 

Indiana Farmer's Guide, Hunting- 
ton, has filed suit in the Indiana 
circuit court at Huntington against 
Midwest Farm Paper Lnit and its 
component organizations, charging 
unfair competition, and asking $600.- 
000 damages and attorney fees of 
$25,000. 

This is the newest move in the 
feud between the publications, which 
entered the courts with the filing of 
a similar suit for damages in a fed- 
eral court about a year ago. 


Davidson Retires 


Craig Davidson, president, Ball & 
Davidson Advertising Agency, Den- 
ver, Colo., has moved to Los Angeles, 
leaving active management of the 
agency in the hands of C. A. Sal- 
strand and P. H. Grey, vice-presi- 
dents, and Miss K. Jenkins, secretary 
and treasurer. Mr. Davidson retains 
his office and financial interest in the 
business. 


Form Texas Agency 


Paul P. Middleton, J. M. Man- 
fredini and D. G. Saunders have or- 
ganized Gulf States Advertising 
Agency, at San Antonio, Tex. 


Paulsen Names Tracy 


Advertising of A. E. Paulsen & Co., 
New York, manufacturers of and 
sales agents for food products, has 
been placed with W. I. Tracy. Inc., 
New York. 


WOMEN asking... What to Eat 


How to Serve it, How-to Prepare it... 


and Jeannette Cramer knows 


all the answers 


A hundred and seven thousand women 
You realize that if 
you happen to be married to just one 


is a lot of women. 


of them. 


In fact, that number of women about 
represents the number of homes in 


the city of Portland. 


Jeannette Cramer, the Home Econom- 
ics Editor of The Oregonian, probably 
gets more mail and more phone calls 


Che 


this year). 


than any other person in the state, year 
in and year out. 
her advice last year (looks like 130,000 


107,000 women asked 


And does her newspaper —we refer 


again to The Oregonian—influence the 


that. 


purchase of food in and about the city 
of Portland? You know the answer to 


Good food advertising in The Orego- 


PORTLAND, OREGON 


nian is more than ordinarily profitable 
...and Jeannette Cramer is one of the 
excellent reasons. 


regomean 


J. 1. CROSSLEY, Advertising Director 


National Representatives, VERREE & CONKLIN, Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc., 
San Francisco, New York, Chicago, Detroit, Los Angeles 
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MAYONNAISE MAKERS VIEW WITH ALARM 


——— = 


Newspaper copy featuring this device for simplifying making of 

mayonnaise in the home has already appeared in a few cities, and 

will undoubtedly be extended shortly. Advertising is directed by 
Hazard Advertising Corporation, New York. 


EACH HOUSEWIFE 
HER OWN MAKER 
OF MAYONNAISE 


Revolutionary Mixer is Per- 
fected by Wesson Oil 


New Orleans, La., June 22.—Wes- 
son Oil & Snowdrift Sales Company 
has launched a test campaign in 
newspapers in several cities which it 
is confidently expected will develop 
into a terrific onslaught on the 
mayonnaise market, long a plum 
which has been coveted by many 
manufacturers in the food field. 


The Wesson Oil attack is centered 
about a new mayonnaise maker, 
using which, it is asserted, the house- 
wife can produce perfect mayonnaise 
in less than two minutes. This revo- 
lutionary type of gadget is being dis- 
tributed free with:every purchase of 
a pint of Wesson Oil at 49 cents. 

To make sure that every buyer 
follows the Wesson Oil recipe for 
mayonnaise, the recipe is placed on 
the mixer. The simplicity of the 
operation is suggested by the instruc- 
tions on the carton containing the 
mixer: 

“This mixer works with one hand 
while you pour with the other. . . 
whips up a perfect mayonnaise in 1% 
minutes, the time required for the 
pint of Wesson Oil to pour out of 
the can. When the can is empty, 
the mayonnaise is finished.” 

Follows this reassuring line in 
italics: 

“It just can’t fail.” 


Makers Are Alarmed 


Mayonnaise manufacturers have 
long been confronted with a problem 
of serious proportions in the distribu- 
tion of their products. All mayon- 
naise contains eggs, which have a 
definite longevity after which the 
mayonnaise becomes inedible. 


For this reason, the mayonnaise 
business was long confined to local 
manufacturers in each city, who were 
in intimate touch with retail outlets 
and could make deliveries as fre- 
quently as might be necessary. Any- 
thing resembling national distribu- 
tion seemed impossible. 

Those who maintained this point 
of view reckoned, however, without 
the ingenuity of food marketers. 
Some of the leaders met the situation 
by creating vast truck fleets, which 
could and do make deliveries to 


every grocery in America as often as 
every week. 

These trucks not only deliver 
fresh supplies of mayonnaise, but 
pick up all of the stock delivered the 
previous week, so that the grocer 
always has a supply that is reason 
ably fresh. There is, of course, con 
siderable loss attached to this sys 
tem, but no method of eliminating it 
has been conceived, beyond figuring 
probable sales of each grocer closely. 


Fight for Market Seen 


Wesson Oil now proposes to create 
a vast new kingdom for itself by 
teaching the housewife to make her 
own salad dressing, fresh as the 
vegetables she serves. Furthermore, 
it says that it is making it easy for 
her to do this with the new mayor 
naise mixer and recipe. 

To the argument that all success 


ful modern merchandising has beet 
based on the elimination of work for 
the housewife, the company points 
out that the chief aim of every hom 
manager is to serve new delicaci 
at every opportunity, in the effort t 
win praise from her lesser half. Sh 
has been content with the mayo 
naise situation because she has no} 
known how to improve it, it is 
serted, but will not begrudge th 
slight extra work involved in thi 
new method. 

Clinching this argument, an offici 
of the company said that manufa 
turers of mayonnaise have not bee 
unaware of some of the weak lin 
in their chain. 


“An Admission” 


“One big manufacturer,” he said, 
“is suggesting that housewive 
freshen up their mayonnaise occé 
sionally by beating fresh milk ® 
cream into it. 

“This seems to us an admissiol 
that mayonnaise cannot be success 
fully sold on a national scale becaust 
of the nature of the ingredients, 
The housewife who wants really 
fresh mayonnaise will get the answé! 
from us.” 

Development of the new mayo 
naise maker marks a distinctly for 
ward step in the fight for sales i 
this market which was_ launch 
early in the year by Wesson Oil. A 
that time, as reported in the Jan. 2 
issue of ADVERTISING AGE, the co 
pany devoted its space in nation 
women’s magazines to pointing ov 
the perishable qualities of mayol 
naise, and the consequent wisdom 
making the dressing at home. 


Gets Glass Coffee Brewet 


Glass Coffee Brewer Corporatiol 
Chicago, coffee-making equipme? 
has placed its account with Reincke 
Ellis-Younggreen & Finn, Chicag® 
Direct mail, trade papers and We 
men’s magazines will be used. 
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EAGER HANDS 


J ArE REACHING— 


ADVERTISING 
WELL DIRECTED 


Business definitely is on the up trend. = Eager 
hands are reaching for the multitude of products 
that have been denied them during past months 
and years. = But—while reaching hands are 
eager, they also are cautious. They have learned 
discrimination. They are picking and choos- 
ing. They cannot be stampeded into reckless 
spending. = The advertiser who hopes to tempt 


them must present his message with convincing 


simplicity—neither the high-pressure methods of 
a few years ago, nor the reckless price-cutting 
of more recent months will meet the conditions of 
the immediate future. = Old-fashioned sincerity 
again has come into vogue. = In Advertising 
Agency Service the wide experience necessary 
properly to analyze these new conditions— 
together with the ability and facilities to meet 


them successfully—is more than ever essential. 


CAMPBELL-EWALD COMPANY 


HENRY T. EWALD 


- PRESIDENT 


DETROIT 


NEW YORK * CHICAGO ‘ LOS ANGELES 


SAN FRANCISCO + MONTREAL * TORONTO 
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ADVERTISING AGE 


June 24, joy8 June 24, 


Advertising 
Executives’ 
Program Set 


Grand Rapids, Mich., June 22.— 
One of the featured meetings to be 
held here next week in conjunction 
with the annual meeting of Adver- 
tising Federation of America will be 
that of Newspaper Advertising Ex- 
ecutives Association, which will hold 
sBessions Monday and Wednesday 
mornings and all day Tuesday. 

Speakers at the Monday morning 

session of this group will include 
Major B. Namm, president, The 
Namm Store, Brooklyn, who will talk 
on the fair practice code; and H. W. 
Blakeslee, western manager, Bureau 
of Advertising, A. N. P. A. 
_ At the Tuesday morning session 
Dr. A. P. Haake, managing director, 
National Association of Furniture 
Manufacturers, will speak on furni- 
ture advertising in newspapers, and 
Stuart Peabody, president, Associa- 
tion of National Advertisers, will ad- 
dress the group at luncheon on Tues- 
day. 

Tuesday afternoon will be devoted 
to a discussion of specific topics, 
with members assigned to conduct 
the discussion, while the Wednesday 
morning session will be given over 
to a discussion of classified advertis- 
ing, present and future, by Walter 
Campbell, classified advertising man- 
ager, Detroit Free Press. 


Fort Worth Club 
Re-elects Staff 


The entire staff was re-elected by 
the Advertising Club of Fort Worth 
last week. Paul J. Harmon, Texas 
Electric Service Company, is presi- 
dent; Homer Belew, Star-Telegram, 
first vice-president; Mrs. Grace Ma- 
son, Meacham’s store, second vice- 
president; Miss Carroll Vaughan, 
secretary-treasurer. 

Directors are Mrs. Lota Litmer, 
W. C. Stripling Department Store; 
DeWitt Morgan, North Texas Ad- 
vertising Company; George Bennett, 
and E. C. Whitcomb, Lone Star Gas 
Company. 


Name Representatives 


The Advocate, Brooklyn, N. Y., a 
daily evening newspaper serving sev- 
eral Queensborough suburbs has ap- 
pointed the Publishers A & M Serv- 
ice Company, Brooklyn, as national 
advertising representatives. 


HOST TO A. F. A. 


Lee V. Mulnix, president, Advertis- 
ing Club of Grand Rapids, which 
will be host to members of Adver- 
tising Federation of America and a 
sealhen of allied groups at the 
annual meeting next week. 


Remington Rand 


Wins Damage Suit 


The United States Circuit Court of 
Appeals at Cincinnati has affirmed 
the decision of a lower court in favor 
of Remington Rand, Inc., in a suit 
brought in 1931 by International 
Visible System Corporation, asking 
damages of $4,500,000. 

The plaintiff claimed that Reming- 
ton Rand had engaged in unfair com- 
petition, and that a prior suit brought 
against International charging in- 
fringement of patents, was an at- 
tempt to thwart the company’s efforts 
to obtain more capital. 


Thomas Directs Sales 


E. O. Thomas has been named gen- 
eral sales manager of Hurley Ma- 
chine Company, Chicago, maker of 
washing machines, ete. Frank J. 
Simpson has been named sales man- 
ager of the eastern division, with 
offices in New York. 


Watson’s New Work 


D. R. Watson, formerly of the Mc- 
Graw-Hill Publishing Company’s 
Philadelphia and Chicago staffs, has 
accepted a position on the New York 
advertising staff of the Merchandise 
Manager. 
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LOCAL LINEAGE 
IN SHARP UPTURN 


New York, June 21.—Business is 
steadily on the upgrade if local line- 
age figures for 113 papers in 30 lead- 
ing cities in the United States, as 
compiled by New York Evening Post, 
are to be accepted as a criterion. 

The Post’s tabulation for the 
month of May shows the entire group 
of papers carrying 90.3 per cent of 
the local volume they carried in May, 
1932—the highest percentage for the 
year—while lineage in four of the 30 
cities shown actually surpassed the 
1932 figure. 

Highest in the list was Cleveland, 
with 113.5 per cent of its 1932 local 
lineage; next was Indianapolis, with 
106.6 per cent; Milwaukee, 101.7 per 
cent; and Richmond, Va., 100.5 per 
cent. Of the 30 cities listed only 13 
showed less than 90 per cent of last 
year’s total. 

National lineage for the group 
dropped 2,027,255 lines, from 17,007,- 
329 in May, 1932, to 14,980,074 lines 
in May, 1933. Total lineage was off 
8,907,589 lines for the month, from 
83,008,514 in May, 1932, to 74,100,925 
in May, 1933. Much of this decrease 
is due to elimination and merger of 
individual publications. 

A gain in total lineage during the 
month, compared with the same 
month of the previous year, was 
shown by 22 publications. These 
were: 

New York Mirror, News, World- 
Telegram, and Brooklyn Eagle; Chi- 
cago News, Tribune and Herald- 
Examiner; Philadelphia Record and 
Evening Ledger; Boston Record; De- 
troit Times; Baltimore Post; Wash- 
ington Post and Evening News; 
Cleveland Press; Buffalo News; San 
Francisco Chronicle ; 

New Orleans Tribune; Indian- 
apolis Times; Louisville Herald-Post ; 
Dayton Herald; and Houston Press. 


‘‘Where to Buy 
It’’ Service In 
Dealer Survey 


New York, June 22.—In connection 
with its ‘““Where to Buy It” service, 
American Telephone and Telegraph 
Company has just completed a sur- 
vey to determine dealer reaction to 
the service which indicates that 
dealers find it of unusual value. 

In making the survey 714 dealers 
of one manufacturer who has used 
the service for some time—28 per 
cent of this manufacturer’s entire 
dealer organization,—were personally 
interviewed. In this group 77 per 
cent asserted that their business 
would be seriously affected if they 
were not identified with the manu- 
facturer’s product through the 
“Where to Buy It” service; and 61 
per cent were positive of sales which 
had been made directly because of 
the service, 19 per cent of this group 
citing specific instances. 

Only six per cent of the group in- 
terviewed claimed to have received 
no benefit from the service. 

The “Where to Buy It” service 
provides for the insertion of the 
name of the manufacturer’s prod- 
uct, together with the trade mark 
and descriptive matter, in telephone 
directories throughout the country. 
Beneath this caption the names of 
authorized local dealers are given. 
The service is being utilized by a 
number of prominent national adver- 
tisers. 


Start “Hat Life’”’ 


Hat Life, new publication for the 
hat trade, has been launched at 1123 
Broadway, New York. Robert J. 
Patterson is editor; Ernest F. Hub- 
bard, formerly with American Hatter, 
is managing editor; Henry F. Diek- 
haus is business manager, and James 
H. Wray, advertising manager. 


Names Sonneborn 


Herman Sonneborn has been ap- 
pointed eastern advertising manager 
for National Engineer, Chicago. His 
headquarters are in New York. 
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—New York Evening Post. | 


Van Volkenburg Advances 


J. L. Van Volkenburg, who joined 
The Voice of St. Louis, Inc., owner 
and operator of station KMOX, in 
October, 1932, as sales manager, and 
who was named director of opera- 
tions in January, 1933, has now been 
named president and member of the 
board of directors of the company. 
wn Van Volkenburg is only 29 years 
old. 


Elects Hammerman 


S. L. Hammerman, president, S. L. 
Hammerman Organization, was 
elected president of Advertising Club 
of Baltimore, succeeding D. Stuart 
Webb, at the annual meeting. 


Hittleman Appoints 


Edw. B. Hittleman Brewery, New 
York, has placed its account with 
Fertig, Slavitt & Gaffney, Inc., New 
York. Newspapers, radio and out- 
door will be used. The 1933 ap- 
propriation is $450,000. 


Snyder Is Transferred 

R. F. Snyder has been transferred 
from the public relations depart- 
ment of B. F. Goodrich Company to 
the sales promotion division and 


placed in charge of publications. 


Cliquot Club Gives 


Prices in New Copy) 


For the first time in its history, 
Cliquot Club Company, Millis, Mass. 
is advertising the price of its product 
in a newspaper campaign in the mi¢- 
dle Atlantic and New England states. 
The advertised price is two bottle 
for 25 cents, plus a deposit of two 


cents for each bottle. 


Danielson & Son, Providence, R. I, 


is the agency 


Potash & Perlmutter on 
Air for Health Product 


Beginning Monday, June 26, Potas) 
creations of Mot 
tague Glass, will go on the air ove 
an NBC-WJZ network under tht 
sponsorship of Health Products Cor 


and Perlmutter, 


poration. 


They will be heard each Monday, 
Wednesday and Friday evening. 


Studies Chain Profits 


The Harvard Graduate School 
Administration 


Business 


in charge. 


nounced publication of 
and Profits of Variety Chains in 193!}ladio R 


Compared with 1929,” by Malcolm 
McNair, professor of marketing. 


price is $2.50. 


M 


Y 


has al} 
“Expenses 


. od Ini 
Chemical 
Engine 


rs ; i ms _ ne z > 
ane nts 
jek cae pe KL —— 
: ee QT 
= 2 Se . 
— ooo 
: ] 
aod | 
ie ae ' a | 
c ti ® . . 
i & a _ : 
a li a 
ee = he 
tee | . << a 
| Ey Be -. 
ee ’ j | 
lo SS 
et RY 
ee ¢ = ae K ae ] 
‘a Behr) | 
ea ae a | 
ae ee eee 
high Sve ; B ce lf 
Fe eh | ; “ Ogee ; 
alse whe } : - Bice ie ‘ 
tas 
pe eta aa | 
"ge aaa e.._._—_nN—""— 
Date 
i ana 
wh a a 
a 
heey 
ea eet 
“ee al 
saab a 
Jere 
Wr 
ice, 
Rear * 
~ ee ee 
yi ie 
Load Po 
hata 
Samet oe 
Ly te 
re. 
i 
toe 
ae sania 
7 a 
a 
ae } 
ap: 
a | 
ea Ey, | 
2 | 
we | 
BO a od 
es ee 
eee 
bea en 
eta g 
De Gee 
seit oad 
sal 
Bae 
coat 
“ee: 
eesti ane 
; ry 
Pee ig . | 
Keo wel | 
| | | 
; i! | 
ee a ‘ 
“re ial | 
ea p ’ i 
a, we fe x r i! ‘ 
‘Saag Hi 
valk : \ 
< i! 
’ Pee a fa . 
! «2. fis pleasant aad em onragiug f 
| - ‘ puted bet ow, it 
: jae ' Wok ASK fo tH 
ste oe The trent oker Thor CE it 
eR ES H ‘ a 
Set eG =-- 
Bie Pe } ——s—————_—__——_--__——______.___ _—________——4 
Boe om | === — ; 
7 er ' FY 
= | 
7 ie 4 i | | 
gets | 
fone m ever bexening them half smnked I leg Hehe thew: 
“dg aN, } an. detig’ taste ome bears we Ned ely dni they Lave a pleasent taste, 
Hig ape { a" ast tettey thaw thet tiny eercacts: gre | 
sare \ bee of car urgee- —witterd sar to snk in combat at come 
ean "e ; nation (ay te Spads ot. Val ne D hep! em parchawng then and 
* } 
f jermares:! ertaejeting them weer aryl neon 
anne l= Ater J. Monn, owien, Come 
‘ 
het thet cam compare exth Sjnr's You dnte’t ask ose for the ‘are! word’, “Th baw teen my expericpee that the men: ‘ 
° “Pe stooked them for the tat Bre { wralnite gve a.” thul taste is net natierable after having } 
wears and the last sunke war a deiglt- ave basconeentad whed several packers of Spuds ob 
=== Smeg the sch ——— ee 
ceaverved.” “The witetantion thag ahont pods a ae 
: ee FG. Flack, Cierdale, Lo, NY tomy oplcien, is the clown taote Soft in the _——— — 
St wmctt after ameking innumeraide ga 
peter For the Last tuo wreks I bave teen ight’s alex, This, mare than axvtining, | 
a nanob stig Seruds wend fea! them We Le aS 445 ddd ene ou Sioucte arvl it is ovly be | 
sweptinnally Gur vignertie iM ease of may apprecwtion far your having | 
i Ite eee + pemeved the unpleassut eferts ul cige 
} - rete snaking. thas Ly rite youtbn totter 
RB. Bi. Lymer, Abe, Obie | 
; | 
| Po 
| — ae - . a 
| 
| 
eae ASO Oia iat age a : Se oe ee aria re ee cai ir Stak Sena adi rae ae Te Nett ee hare 
e ui “ay CREAR SIRES ea ar ae a i‘ gigs ga Saha 2 25 ae cba ote de Slat ; i 1 Fe er a ele ae Pe, Wi Po a? ‘ ; e 
7 a eee ed rae MRE aR Cee a ee guna Nee ate z ae pie te Prat % et oe ‘a : gre a aie eae a - Pas aoe hy : ae 
oa 1g os Oe 3 S| RE I ee! ee ee eam eee Nero mee yo eh ne iy LE Ce REO 
Aart peak Sone oer; alge 8 GEES Cones Mee RON ena am SP aA sight: ces ee a ey ae Rie seh seamen = PME ee 4 ee ee spicy Meee seat ene Sh ny ee ae : eee op Sates Wate ne cole, ye 
7 ae Aes Sad Oe Remeleg = drs (Wahemia Sety e's Wea tt ae oh SS Se 7 ae Re aS oe aka Fag EE ERO om IN a per me a 0 ed a yrens Rie 0 Me pe i ee ee eA Seer ee ee ee eer Ny 
#, ese sie eet ‘ sane ol (RES Tea Soe ne ae ee ee Ma the ea eee: Saige eeamea ore» «tains Rane See HA RNG aN iets Glen eey Pat We oe eis es aa Ree eae se ogee One aie AS tT Se AE ON a sae ca lie 


Igy June 24, 1933 


Ota) 
419,34) 
230.2% 
810,95 
326,15 
350,29) 
— 23,454 
693,25) 
014,95: 
321,18 
700,73 
243 gy) 
543 19: 
203,45 
297,14) 
—93,1308 
394,08) 
835,44 
440.8): 
450,19 
266,03) 
815,84) 
896,00 
136,41" 
240,357 
063,4m 
697,99) 
634,59) 


125,86) 
596,70) 
219,969 


ADVERTISING AGE 


13 


243,115 
164,67) 


749,99) 
071,239 
321,24) 
059,21; 
057,404 
+118 
351,56) 
446,47) 
—9 4,90) 
165,29 
284,56 
726,36 
141,653 
415,29) 
920,395 
136,656 
216,261 
774,41 
995,048 
220,625 
274,385 
a 


285,238 
495,39 
570,705 
~75, 308 
084,74 
434,804 
350,058 
411,16 
494,679 
~83,514 
782,464 
004,52) 
222,05 
665,343 
075,68 
410,34 
971,234 
189,63) 
218,396 
100,92 
008,51 
907,58! 


Post. 


Copy) 


istory, 
Mass., 
roduct 
ie mid: 
states. 
bottles 
of two 


Convention at Grand Rapids, Michigan. 


ERE is one product for which there 
is a constant demand, a product for 


which there is no substitute. What 
other product or service enjoys such an envi- 
able position? We don’t know of any! Too 
many people now seem to think that the Ad- 
ministration’s economic program is going to 
do away with the need for selling effort and 
advertising. That all other products, some- 


how, like gold, will sell themselves. 


The “Industry Control” provisions of the Na- 
tional Recovery Act provide no magic for- 


‘ mula to eliminate legitimate competition. No 


individual manufacturer need expect Govern- 
ment to provide a substitute for honest selling 
effort. The intent of current legislative action 
is to control unfair competitive practices and 
to stop cut-throat price slashing which is so 
obviously harmful to consumer purchasing 


power and to business. 


As business expands, plants must be rehabili- 


tated, products improved and processes mod- 
ernized. Business and industry seek informa- 
tion, constructive criticism and ideas. Some 
they get through trade associations, some 


from business publications. 


New men in new jobs are eagerly seeking to 
educate themselves to meet exacting require- 
ments. Naturally they turn to their business 
papers. Members of trade associations are 


A MESSAGE 


For Trade Associations and for their 
advertising counselors 


The Administration’s Program for national recovery gives 
new prestige and new responsibilities to the trade associ- 
ations which represent business. Representatives of these 

_ associations are cordially invited to correspond with the 
editors of McGraw-Hill Publications, who can be of service 
in the exchange and assembly of information. Special 
editorial representatives maintained in Washington keep 
McGraw-Hill Publications in close contact with current and 
pending events. Several associations have their New York 
offices in the McGraw-Hill Building. A limited amount of 
space is still available at unusually attractive rentals for 
centrally-located offices. 


busy gathering fundamental data, statistics 
and expert opinions. They, too, turn to direct 
contacts with editors, as well as to the reading 
of business publications. 


Never was there a better opportunity for the 
advertiser to put his message before an inter- 
ested and awakened audience. But advertising 
must do more than merely display products. 
It must offer ideas. It must suggest product 
improvement or genuine cost reduction. It 
must talk in terms of new conditions in a 


changing economic and social order. 


McGraw-Hill Publications, edited and pub- 
lished for business and industry, furnish a ser- 
vice for which readers cheerfully pay the 
established subscription prices to keep abreast 
of developments in their respective fields. 
To the advertiser they offer a concentrated 
circulation which carries the sales message 
straight to the buying power of industry with- 


out waste and at minimum expense. 


“ADVERTISING’S JOB IN THE CHANGING WORLD” 


“A New Deal” . . . “The National Industrial Recovery Act” . . . 
“Inflation” . . . “Public Works” . . . “Trade Associations” .. . 
“Volume and Price Control”—these are but a few of the vital and 
exciting topics of discussion wherever business men meet. Appropri- 
ately enough the Advertising Federation of America has chosen the 
timely theme “Advertising’s Job in the Changing World,” for its 


Gold Producer 


doesn’t have to advertise 


» MCGRAW-HILL PUBLISHING COMPANY, Inc. 


s atNew York + Boston + Philadelphia + Washington + Greenville + Cleveland + Detroit + Chicago + St.Louis + San Francisco + London 
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> phe Od Industries 
Electronics Textile World 


(Domestic and Export Editions ) 
Metal and Mineral Markets 
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FREE TRIPS 10 
FAIR TENDERED 
BY STUDEBAKER 


Makes Sensational Offer in 
Test Campaign 


South Bend, Ind., June 22.—Free 
trips to A Century of Progress in 
Chicago are the lures being offered 
by Studebaker Corporation of Amer- 
ica in a test campaign in eight cities. 
While it is yet too early to say any- 
thing about results, the company’s 
belief that it has hit a live subject is 
indicated by plans to extend the cam- 
paign. 

Another premium offered in some 
cities is a free Majestic auto radio 
with every sale. 

A typical advertisement tying up 
with the Chicago fair measures 212 
lines on four columns. It offers a 
free railroad trip to Chicago, free 
meals en route, free room in a first- 
class hotel, free meals, free admis- 
sion to the fair and 81 exhibits—all 
included in the regular selling price 
of a Studebaker, $840 and up at the 
factory. 

The trip is arranged as soon as the 
prospect has made a down payment. 
At the end of the three-day free holi- 
day, the buyer gets delivery of the 
ear either in Chicago or at South 
Bend, as he elects. 

The plan applies to sales of Rock- 
nes, as well as Studebakers. The 
advertising is being placed and re- 
sults closely watched by Roche, Wil- 
liams & Cunnyngham, Chicago agency 
in charge of the account. 


Explains Details 


“This is your chance to buy one of 
the world’s finest automobiles at low 
pre-inflation prices and get a 
never-to-be-forgotten trip to Chicago 
and the World’s Fair absolutely free,” 
said one piece of copy. 

“You need only pay the down pay- 
ment portion of the regular delivered 
price for a Studebaker or Rockne in 
this city. Then from the time you 
leave here until you leave Chicago, 
you needn’t have a penny of per- 
sonal’ expense.” 

After describing the offer in de- 
tail, the advertisement continued: 

“Even if this free trip doesn’t in- 
terest you, it certainly will thrill you 
to drive one of Studebaker’s amaz- 
ing new Automatic Automobiles—the 
cars that all but drive themselves— 
the cars that performed so sensa- 
tionally in the classic 500-mile race 
at the Indianapolis Speedway on 
Memorial Day. 

“And if you’re interested in the 
best deal in town on the best-built, 
best -looking, best- performing low- 
priced car, we invite you to take a 
drive in a Rockne Six—built by 
Studebaker and a Studebaker in 
everything but name.” 

The copy lists names of leading 
dealers in each city. 


Buffalo Breweries 
Start Advertising 


Iroquois Beverage Corporation, 
Buffalo, N. Y., first local brewery to 
re-enter the field, has placed its ad- 
vertising with Landsheft Advertising 
Agency. Lang’s Brewery is using a 

_ half-hour weekly radio program and 
a series of full-page newspaper adver- 
tisements through Addison Vars, Inc. 

The Beck Brewery, which expects 
to start delivery of beer in August, 
is planning an advertising campaign, 
under the direction of William G. 
Bryan. 


200 Join in Outing 


More than 200 persons attended the 
annual trip of Greater Buffalo Adver- 
tising Club to Beaumaris, Canada, 
this week-end. The party left Thurs- 
day evening, and will return Monday 
morning. 


Kenney Has Agency 
The account of Kenney Manufac- 
turing Company, Cranston, R. L., 
drapery hardware, has been placed 
with Danielson & Son, Providence. 
Trade papers are being used. 


Eibell to Beneficial 


F. C. Ejibell, formerly advertising 
manager, Worthington Pump and 
Machinery Company, New York, has 
been named advertising manager of 
Beneficial Management Corporation, 
operating more than 300 personal 
finance offices throughout the coun- 
try. He succeeds R. L. Stratford, 
who resigned reecntly. 


Parrish Joins Blatz 


L. L. Parrish has joined Blatz 
Brewing Company, Milwaukee, as 
special sales promotion representa- 
tive, a newly created post. 


Names Representative 
Everyday Science ¢& Mechanics, 
New York, has appointed Rhodes and 
Leisenring Company, Chicago, as 
western advertising representative, 

effective with the September issue. 


Increases Page Size 
Southern Salesman, Nashville, 
Tenn., will enlarge its page size to 
5%4x8 inches, effective with the 
August issue. 


Jordan Joins Alcorn 


K. S. Jordan has joined the Chi- 
cago staff of Franklin P. Alcorn 
Company, advertising representative. 


N.ILA.A. IN VAN 
OF BIG PARADE 
INTO CHICAGO 


Chicago, June 22.—In addition to 
a brass-tacks program, breakfast in a 
swimming pool is one of the unusual 
diversions offered by the eleventh 
annual convention of the National 
Industrial Advertisers Association at 
Medinah Athletic Club June 26-28. 

The swimming pool and the me- 
chanically-cooled rooms of Medinah 
Athletic Club have stimulated reser- 
vations to the point where attend- 
ance promises to set a new record. 
In spite of unfavorable business con- 
ditions, membership of the N. I. A. A. 
has never fallen below 500. 


Exhibit Will Be Judged 


The advertising exhibit will be one 
of the highlights of the convention. 
Classified under seven headings, the 
exhibit will be judged by a com- 
mittee of three, which will award 


certificates for the best campaign in 
each field. 


The interest of high executives of 
industrial manufacturers in advertis- 
ing is attested by the program. Gen. 
Thomas S. Hammond, president of 
the Whiting Corporation, Harvey, 
Ill., and president of the Illinois 
Manufacturing Association, will tell 
“How We Operate Our Industrial 
Advertising Department in Connec- 
tion with Our Personal Selling.” 


Other Speakers 


Bennett Chapple, vice-president of 
the American Rolling Mills Co., Mid- 
dletown, O., is another executive on 
the program. A third is Frederick 
B. Heitkamp, general sales manager 
of the Cincinnati Milling Machine 
Company, who will describe, “Groom- 
ing the Sales Department for Better 
Business.” 

Chicago will become the advertis 
ing center of the universe the latter 
part of the week, when the N. I. 
A. A. hosts will be augmented by 
members of the Advertising Federa- 
tion of America. This organization 
will transfer its convention to Chi- 
cago after a three-day session at 
Grand Rapids. 

June 30 wiii be advertisers’ day at 


——= 
A Century of Progress, and the 
vertising Theater Building wij be 
dedicated. 


The N. I. A. A. will get a Worg, 
Fair flavor Monday morning, Whe, 
Rufus C. Dawes, president of A Cen. 
tury of Progress, will welcome jt ty 
Chicago. 


Michael Fielding 
Tarries in T ahi; 
Michael Fielding, well known pyf 
licity expert, is temporarily a reg} 
dent of Tahiti. How long he Will 
linger on that enchanted island 
not known. 
Mr. Fielding, who was employa} 
by Roche, Williams & Cunnyghan ff 
Chicago, was recently called to Eng} 
land to settle his mother’s estate I 
He specialized on the Studebaker a 
count while with the Chicago agency 
and was particularly popular with 
the news-reel men, for whom he wa 
always ready to stage a demonstra. 
tion to prove the durability of th 
Studebaker. 


Dr. Yates Appoints 


The account of Dr. Yates Company, 
St. Louis, medical products, has heey 
placed with Jimm Daugherty, Ine. 
St. Louis. Magazines and newspaper; 
will be used. 


EXTRA VALUE 


A BOOK-LENGTH 


Printed complete in 


Now Redbook adds a separate 
section to its regular features each 
month—a complete book-length 
novel—a $2.00 bookstore value! 
The first to appear, printed full- 
length in the August issue, is 
“Tiger Island,” by Gouverneur 
Morris. A new, swift, absorbing 
full-length novel each month. 


NOVEL 


every issue 
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ERE is something radically new 

in general magazine publishing. 

Beginning with the August issue, 

every issue of Redbook, in addition to 

its regular editorial features, will carry 

a full, book-length novel, printed 
complete in one issue. 

Redbook’s already popular fea- 
tures—serials, short stories, articles, 
departments — will continue. But 
added to this, Redbook now offers 
Rew plus value. A complete book, 
bound in with the rest of the magazine 
—a new, exciting story each month, 
} by a famous author, attractively pre- 


sented on consecutive pages, easy to 
read. Bought in a bookstore, this fea- 
ture alone would cost $2.00 or $2.50. 


The new 
REDBOOK 


THE MAGAZINE 
PLUS A BOOK-LENGTH NOVEL 


Magazine Publishu 


Beginning with the August 


1933 issue of Redbook 


The first full-length novel in the 
August issue of Redbook is “Tiger 
Island,” a thrilling adventure story 
by Gouverneur Morris. This will be 
followed in September by a mystery 
novel. And each month thereafter 


Redbook will contain a full-length 
book. 

More for the Reader 
Consider what this means to the 
reader. A $2.00 bookstore value added 
to the already attractive contents of 
Redbook each month. Does the reader 
get more for the same 25c? Will Red- 
book have a longer life on the living- 
room table? Will Redbook hold more 
interest for every member of the 
family? Will more people buy Red- 


EXTRA VALUE TO THE ADVERTISER 


ANNOUNCING 


an Innovation in 


Weg ae 


book for its extra value? The answer 
is plain. 

How Advertisers Gain 
Redbook has been consistently edited 
to appeal to both sexes equally. This 
new departure adds vigorous strength 
to its appeal. This new and greater 
interest in Redbook, this longer life, 
means a significant jump in the effec- 
tiveness of the advertising on its pages. 

Take advantage of the new Red- 
book. You can actually reach women 
and men in Redbook for 30% less 
than it costs to reach women alone 
through one-sex media. 

Sell the family and you sell all. 
Redbook Magazine, 230 Park Ave- 
nue, New York City. 


THE SHADOW OF 
A MAN STANDS 
BEHIND EVERY 
WOMAN WHO BUYS 
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wa The program calls for a detailed tee: nominations, resolutions, me-| man ig lowest composing room appraisal kit developed by Lynn 
| rectl morials. page cost. 
nd isl siady Of yy ns cage ge sense 2:30 p. m.—Round-table discussion| Report of Special Committees. Ellis, of New York, which is now 
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sham} dustry control legislation anticipated. newspapers.” Col, Harry M, Ayers, Joins “Inland Printer’ basis on which any advertising man 
Eng. One of the featured speakers at Anriston, Ala., Star, temporary chair 
State ting will be Senator Kenneth man. Charles A. Wardley, for eight years | May appraise himself. 
er ae the mee ~ T alransa’ af 9:00 p. m.—Dancing. a publishers’ representative in Chi- The heavyweight contest was con- 
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*“~ = narod nor Panetta Fang: gael “ 9:30 a. m.—Convention convenes, Printer, Chicago. those joined more recently, was 
nstra. e ‘ “Classified Advertising,” by Loya a as taken by Sidney Garfinkel, of San 
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Sunday, June 25 James G. Stahlman, "Nashville Ban-| per Classified Aevertising Managers. Several hundred newspapers and — ay 4 eating the agency 
H _ “Bureau of Advertising, Al ,” by re cooperating with Ad-| meeting were R. H. rum and R. Y. 
Registration at special desk in| ner, president, Southern Newspa wile h. Geamuen dances. periodicals are coop g ag . - yr 
lobby of Signal Mountain Hotel. per Publishers’ Association. amet of Wamnentiens Guests vertising Federation of America in| Reaves, Byrum-Shaw- Reaves, Inc., 
pan 6:30 p. m.—Dinner meeting of offi-| 7 Siecitan at titan ‘|printing the fifteen “Short Talks on| Denver; Herbert E. Prentke, Humph- 
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_ ae ee French and Ruth Thompson, St. 
= Louis; Hugo Wagenseil, Hugo 


Wagenseil Advertising Agency, Day- 
ton, O.; Frederick W. Ziv, Frederick 
W. Ziv, Inc., Cincinnati; Dean W. 
Geer, Dean W. Geer Company, Osh- 
kosh, Wis.; Arthur H. Towell, Arthur 


_| H. Towell, Inc., Madison, Wis.; R. W. 


Sayre, R. W. Sayre Company, Chi- 
cago; L. W. Bonsib, Bonsib, Inc., 
Fort Wayne, Ind., and Frank Japha, 
president Japha Advertising Com- 
pany, Buffalo. 


Three Are Advanced 
by Campbell-Ewald 


J. L. Hartig, L. T. Robinson and 
J. R. Adams have been promoted to 
vice-presidencies of Campbell-Ewald 
Company, Detroit. All of them have 
been with the agency for many years. 

Mr. Hardig has been with the 
agency since 1921, and holds the posi- 
tion of assistant general manager; 
Mr. Robinson, an account executive, 
has been with the agency since 1922; 
and Mr. Adams, also an account ex- 
ecutive, has been a member of the 
staff since 1927. 


Winners Announced in 


Copywriting Contest 
Winners in the St. Louis Junior 
Advertising Club’s “Sell St. Louis” 
copywriting contest are Louis H. 
Horowitz, Acme Letter Service, first 
prize; Leo Coutt, Radio and Enter- 
tainment, second; Gene Lemco, Jimm 
Daugherty, Inc., third. 

Carl Richards, James F. Ballard, 
Inc., fourth; Harry Shatzman, Mis- 
souri Pacific Lines, fifth; and Wil- 
liam O. Dempsey, D’Arcy Advertising 
Company, sixth. 


E. I. Mitchell’s 
Will Is Probated 


The estate of Ernest I. Mitchell, 
who died June 1 of injuries received 
in an accidental fall. was estimated 
at $280,375 when the will was filed 
for probate this week. 

Mr. Mitchell, who was president of 
Mitchell- Faust- Dickson & Wieland, 
Chicago agency, left the bulk of his 
estate to his widow. 


Louisville Store 
Features Salespeople 


DuRand, Inc., Louisville women’s 
shop, has begun the publication of 
an unusual series of advertisements 
in the local papers, built around the 
personality of the store. 

Photos of buyers, department 
heads, and salespersons feature the 
advertising. 


Organize Press for 
Church Publications 


St. Dunstan Press has been organ- 
ized at 720 S. Dearborn St., Chicago, 
by a group of editors and advertising 
men for the purpose of printing pub- 
lications for parishes. 

Advertising will be sold in the pub- 
lications. 


G. E. Boosts Wages 


A five per cent increase in wages, 
effective July 1, for 50,000 employes 
of General Electric Company, was an- 
nounced this week. It applies to all 


of the company’s plants throughout 
the country. 
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Scholl Quiets 
Howling Dogs 
At Big Fair 


Chicago, June 22.—Attaches of A 
Century of Progress Exposition, 
whose peregrinations make some of 
the publicised A. E. F. hikes through 
France look like a garden party, have 
become ardent boosters for the Scholl 
Manufacturing Company, which came 
to their rescue this week with free 
foot comfort kits. 

These soothing appliances were dis- 
tributed to the Fair police, guides, 
Pinkerton men, chair pushers and 
messengers, numbering several thou- 
sand. Authorities of the Century of 
Progress co-operated with the Scholl 
organization in distributing the kits. 

“World’s fair feet” has already be- 
come a popular phrase around Chi- 
cago, though the big exposition is not 
yet a month old. Visitors complain 
about the vast expanse covered by 
the fair. However, employes are the 
chief sufferers, since they have to 
keep going, rain or shine, all day 
long. 

The Scholl Manufacturing Com- 


sion of those in charge, came to the 
}rescue with its aids to pedal ex- 
| tremities. 

Each kit was accompanied by a 
letter indicating the uses of its con- 
tents. 


“The Optical Journal” 
Sets All-time Record 


The Optical Journal, New York, 
now in its 100th year, has announced 
that its June 15th issue contains the 
largest advertising portfolio it has 
ever published. 

The publication was aided in set- 
ting the impressive record by a 16- 
page insert from the American Op- 
tical Company, Southbridge, Mass. 

P. M. Fahrendorf, general man- 
ager of the publication, and Harry C. 
Ray, advertising manager of the op- 
tical company, divided the compli- 
ments. 


Breault With Topics 


Noel C. Breault, formerly with Ad- 
vertising & Selling and Grocery 
Trade News, has joined the New 
York office of the Topics Publishing 
Company as a representative of Drug 
Trade News and Food Field Reporter. 


Names Hirshon-Garfield 


Continental Products Company, 


A. N. A. Admits Western 


and Carter Companies 


The Western Company, Chicago, 
manufacturer of Dr. West’s tooth 
brush and tooth paste, and the Car- 
ter Medicine Company, New York. 
Carter’s Little Liver Pills, have been 
elected to membership in the As- 
sociation of National Advertisers, 
New York. 

Kenneth Laird, vice - president, 
Western Company, and Henry H. 
Hoyt, managing director, Carter Med- 
icine Company, will represent their 
companies in the association. 


Prima to Sponsor 


“Game of Century” 


The Prima Company, Chicago 
brewery, will sponsor the baseball 
game between picked American and 
National league ball clubs in Chi- 
cago July 6. The Prima program 
will be broadcast by Columbia. 

N. B. C. will also broadcast the 
game, but without a sponsor. 


Nicholas Young Dies 


Nicholas Young, drama editor of 
the Boston Evening American, died 
at his home in Newton last week at 
the age of 59. The versatile news- 
paperman was formerly city editor 


Jesse F. Matteson 
Sells Agency Interest 

Jesse F. Matteson has sold all of 
his stock in the Matteson-Fogarty- 
Jordan Company, Chicago agency. 

His office, when in Chicago, will 
continue to be with the Matteson- 
Fogarty-Jordan Company, 307 North 
Michigan Ave. 


Robert E. Clayton 


Joins Young & Rubicam 


Robert E. Clayton has joined the 
media department of Young & Rubi- 
cam, New York. 

He was formerly space buyer for 
Lee Anderson Advertising Company, 
Detroit. 


To Continue Contest 


Hecker-H-O Company, Buffalo, 
which recently completed a_ prize 
contest for jingles in connection with 
the revival of Force, its breakfast 
food, will continue to award prizes 
totalling $1,000 a month for last lines 
of jingles printed on package tops. 


Fellows Expands Duties 

Representation of New Outlook, 
Sportsman Pilot and Aero Digest in 
Michigan and Ohio will be combined 


htt h New York, maker of Cleaneze, a/of the Boston Traveler, publisher of | with representation of The Spur in 
pany, which has an exhibit at the|;itchen utensil cleaner, has ap-|the Holyoke, Mass., Morning World|that territory. It will be handled 
fair, saw a chance to combine busi- pointed Hirshon-Garfield, Inc., New /|and business manager of the Duluth,|from the Detroit office of the latter 
ness with pleasure, and with permis- | York. Minn., News-Tribune. under the direction of W. E. Fellows. 
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Wetzel’s 


Don’t expect people to hunt for your product or 
service. They won’t hunt very long—they’ll accept 
substitutes instead. How much better to identify 
your authorized dealers! Make them easy to find. 

A convenient and low cost way is in the classified 
telephone book. Your brand name can be listed, 


and under it the 


names, addresses and telephone 


Buy IT” 


4.0761 


Point to your dealers 


and with the help of the 
lassified telephone directory 


numbers of your authorized local representatives. 
Advertisers and dealers who use Trade Mark 


Service report “it helps us sell 


more.” Telephone 


or write Trade Mark Service Manager, American 
Tel. and Tel. Co., 195 Broadway, New 
York (EXchange 3-9800)—or 311 West 
Washington St., Chicago (OFFicial 9300). 


CUT RED TAPE, 
BEGIN SALE OF 
BURGUNDY WIN 


Mission Dry Makes Auspi. 
cious Opening 


Chicago, June 22.— Threading it 
way through a labyrinth of confli¢. 
ing state and local tax and licensing 
laws, Mission Dry Company has 
gun the marketing of Californi 
Burgundy Wine. Initial efforts jp. 
dicate the existence of a substantia] 
class market for this beverage. 


Newspaper copy is being release 
as distribution justifies it. Whil 
Mission Dry itself pays federal an 
state taxes, the licensing situation 
thus far has been one obstacle to 
complete distribution. Many cities, 
such as Chicago, propose to charge 
as much for a license for a grocer, 
for instance, as for an establishment 
where beer and wine are consumed 
on the premises. Many retailers de 
cline to pay such a fee and the num 
ber of outlets for either beer or wine 
is being sharply reduced as a result. 

Initial newspaper copy, which 
broke last week in Chicago and 
some other cities, indicated, how. 
ever, that enough dealers are suff. 
ciently interested in the prospects to 
give the new wine a thorough test. 


Creates ‘Advertising Fund 


Mission Dry is paying a bonus to 
jobbers’ salesmen for placement, this 
amounting to 20 cents per dozen bot: 
tles. As soon as distribution is com 
pleted, this amount is diverted into 
a newspaper advertising fund. Lord 
& Thomas is handling the campaigi. 

The advertising explains that rich 
stores of California wine have been 
released by legalization of 4 per cent 
beverages. This maximum is attained 
by mixing seltzer with the wine, 
until the legal limit is reached. 

The copy explains that this pro 
cedure is exactly the same as that 
followed by most European con 
noisseurs. 

“Rarely do Europeans drink their 
wine ‘straight,’” runs the story. 
“Only small quantities could be im 
bibed that way. So they add seltzer. 
This not only reduces the heaviness 
of the wine, but actually heightens 
its cheering, stimulating effect. It is 
a fact that any given amount of wine 
is more exhilarating when drunk 
with seltzer than without.” 

This argument is given plausibil- 
ity by an illustration of a famous 
Paris cafe, in front of which Pari- 
sians are seen enjoying their after 
noon “lift.” 

George F. Meyers, advertising man- 
ager of Mission Dry, said that many 
women, who fear the damage to 
waistlines that beer might wreak, 
are finding that the new sparkling 
Burgundy meets all of the require 
ments. It is becoming a favorite 
beverage for luncheons and bridges. 
For dinner, it provides a cheering 
and gracious note, avoiding the ple 
bian touch which causes pain t0 
many hostesses. 

On the other hand, state laws stand 
between the winery and prospective 
customers in some parts of the coun 
try. Some states will let down the 
bars July 1. Others, including some 
where beer is legal, will have to altef 
existing statutes before California 
Burgundy wine may be sold. 

Mr. Meyers also said that there is 
plenty of competition in the wine 
field, but declined to elaborate on 
this point, beyond saying that he is 
not talking of the home wine maket, 
who has by no means ceased his 
operations. 

The price of the California wine is 
30 cents for a 12-ounce bottle—about 
one-eighth of the price paid for 4 
comparable beverage in pre prohibi 
tion days. 


Names Erwin, Wasey 


National Baking Company, Omaha, 
Neb., has placed its account with the 


Chicago office of Erwin, Wasey & Co. 


June 2 
=—_ 


See - - a P : . " ang € e 
t 
a pee Po 
ok 
oe _ | — 
Bae | aniaelianiis 
J ae 
ce ee: : i _ 
mi UY ; 
y = 
«WHERE T° a Woy), <Tables—S eaaeaet 
SY we Charles vee ee " 
a ; DISTRIBU Mies mochAY REFRIGERATOR 2; 
ia : Kelvinator-Butfalo COT) _ a 143 5 Bae 
ral pEAL meyer Car) Mus Og ANB 
en : — Ul MEVER-SMUTY TT tees 
sai re... adam 3 8. co 382 MOMMA SR 408 Bway = oe eel 
ae ks Bowman Thomas, &, — _ Wattonal netrigerstige | petty a 
aS Ram 7 leas ae 
| = —> ae ceanTor 
| 4a putter Radio & MUL = wiacees SEFRIGEES Supe 3 
_ a 4 Mal 7 a a A rksit. —_ eae * ee ee 
“gee i I ol — .* oe 
a 1 ee & ' ; Pte a we ~ 
is i | * veration MG , e i % B 
9 Refrige fe Built ——a— Be 
» <a ee ea eel e a . m > 
— SV et eae mMAGWOOD CHAS Se a meee oe Units he “ss a : 
ee 104 T Order— Do™ eee ee “Pea e 
fer 04. |. 0 oa en ete ga9s a , 
3 : Serviced Se Peis A is of Bi 
5 ene) : met oh Ge Ree R a ae i 
a 233 : j7 So e fren — 
7 3 Y a As mn an : : a 3 ea | = ie 
tee 933 =} Bh . Fis 58 id sai a | 
ous Goren We : me... Lp ae fell ot a8 a ie re. 
‘oe one, Refrigerate wo | ae ee 
= Ds a ul a 
= 14 | | Eaton © Se Tica a 
agag 1489 > Brooks Stein es sais _ : — 
an |) qurrs. _—_ 
Me re 
to 
a 
— ' C 
. Pere 
ae 
ae 
Nie gh 
< 
a eee 
ee sae ee ae, Ok ye meee . 
ae % age , earhaggeeeee 4 
Pp ymot=100: bi Agee ae 4 Gs Fiera eae rn Mig ee ges 4 * 4 
F790 | ee ee Th ont. DCRR e 
me: Rant-9653 ee oo pow ae Peer a CLASSIFIED TELEPH Cy bi hgh A 
Seon? | i rn Een ES citicot ni (oo QUPFALE $8F ik 
SE evind-925> |. Fae se cher sabes th F trigeration-Pl = ids C0 Sie ve 
Bias hei ae Fisher. Gariton AS yynaton ELECTRIC nernncEnaTion Rites betes co i 
AR fyet-7693 A 4 ee oe 5 "aks Fisher Caries A chs aa” ner @ oe tor nT ae) we t ‘Crrma, z 3 € sf 
AA 76-9620 | ante nk. Segara: Kelvin ato’ GAA terre ae 
* A . -9229 ee eo x hes ees Aes, Fagzpateick Eran Ce wee pours Se Ses 2 ms Bae Ne. 4 iv Mee 
EE gt wrside-9786 Bie © Bs dg eae z Bees moar coin Bt ggy cmDInENN, cle: a << Peestit a 
ee  ncind- 6467 Tae ge FIOTIESe > dab aniC -™ HERE ro BUY ! A meine bok See RES a 
raed dames APO” pisTRIBY eet pesoe’, SA heat on; ie 
etvinatar Baal O70 “ , Loar A} gee Ades 4 
pEAL i oO Soe E. 
; uw poem 3 0 02,398 ae " a Be 
. A typical ‘WHERE TO BUY IT” listi ine om, ol % 
listing putter Batt © Oa ; TET 4 
a ane 4 
: yo “4 _ ' 
ay Bs ST ee eee | ee ce 
ee ae ii, sae : et erge ig nig es Gt oe = ~ 
A re ee 5 Gree ie ae ee ee 
Rat pee eee Rete ss ey ie raat aera of es o ee a eee Seg ew te SOS is aa mea 2 OR SA 
SE hg eS big Phos AE oe a Snail. Se eee ee fo a 
ty ote are? tee eed E tere Ae ageing, de er bates Phone 2 Do ieee a tare Pee 4 ae nage a ui hart it eee j ra 
vy BF og 9c a kgs ST ee eta ke oe sabe en Te ete ert eee, aes cate iat Or ete ea cae 
Ne pottae pe aay iat isn ca Wee s oa eee Re ee Ke ie sans eee es ee ee 
ais tea i eS ee eee 


ng its 
yn flict. 
ensing 
as be 
fornia 
‘ts ip 
antial 
leased 
While 
1 and 
ation 
cle to 
Cities, 
-harge 
Trocer, 
h ment 
sumed 
rs de. 
nun: 
* wine 


result. 


hich 
. and 
how. 
suff. 
cts to 
test. 


ius to 
L, this 
n bot: 
} COM: 
1 into 
Lord 
paigu. 
t rich 
been 
r cent 
ained 
wine, 
1. 
} pro 
; that 
con: 


their 
story. 
e im- 
2]tzer. 
yiness 
htens 
It is 
wine 
irunk 


isibil- 
,mous 

Pari- 
after: 


man- 
many 
re to 
rreak, 
‘kling 
quire 
vorite 
idges. 
ering 
> ple 
n 


stand 
2>ctive 
coun 
n the 
some 
alter 
ornia 


are is 
wine 
e on 
he is 
aker, 
1 his 


ine is 
about 
for 4 
ohibi- 


ADVERTISING AGE 


17 


pEsk OFF 


* 


>_<) SPONSORED BY 


Collins, Miller and Hutchings, inc. 


AN ENGRAVING HOUSE THAT LIKES TO DO BUSINESS WITH ADVERTISING MEN 


717 South Wells Street, Chicago 


@ Here is the Copywriters’ Forum... escape route 


for the barnacle encrusted copy man, it lets him 
at last “do that ad” he has always wanted to write. 


The space is “sanctuary.” No client can defile 


ay 
what you put in it. This American institutional 


advertisement is reproduced as it came to us from 


Br A. LEVENSELLER; Cepy Chien. 


THE CRAMER-KRASSELT CO., MILWAUKEE 
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RISING PRICES, 
MORE COPY SEEN 
FOR CIGARETTES 


Codes Adopted by Tobacco 
Interests 


New York, June 22.— The state- 
ment that the adoption of codes of 
fair competition by the retail and 
wholesale tobacco distributors at 
meetings here this week would end 
cigarette price wars and tend to in- 
crease cigarette advertising could not 
be confirmed at the offices of the Big 
Four cigarette companies because of 
publicity policies. However, the im- 
pression was given that this was one 
of several recent developments which 
are being viewed with satisfaction. 


After the codes adopted by the Na- 
tional Association of Tobacco Dis- 
tributors (wholesale) and the Retail 
Tobacco Dealers of America are co- 
ordinated and approved by General 
Hugh S. Johnson, administrator of 
the industrial recovery act, the job- 
bers will receive a minimum profit 
of five per cent on cigarettes and the 
dealer 20 per cent. The markup on 
cigars will be 10 and 12 per cent for 
the jobbers and 25 per cent for deal- 
ers. 

The retailers’ code forbids “trad- 
ing coupons” or rebates in any form, 
unless such coupons are included in 
the original package by the manu- 
facturer or wholesaler. The rule will 
outlaw the coupons of the Schulte 
cigar stores. 


May Close Gap in Prices 


One effect of the application of the 
code will be to decrease the possible 
difference in retail price between 
advertised and unadvertised brands 
of cigarettes, it was pointed out by 
an executive of an agency handling 
a Big Four account. 


“With the adoption of the codes, 
the retail price of the Big Four 
brands must immediately return to 
15 cents,” he said, “and it will be im- 
possible for the retailer to price a 
comparable, unadvertised brand at 
much less. The difference could not 
be more than a cent, and there is no 
doubt the consumer would pay at 
least that much more for a standard, 
advertised brand. 


“Furthermore, when chain selling 
organizations and department stores 
are forbidden to use these brands as 
loss leaders, they will receive more 
promotion by all types of retail out- 
lets.” 

The agency man predicted an in- 
crease in cigarette advertising after 
July 1 and called attention to the 
fact that current earning statements 
reveal the means to increase the ad- 
vertising outlay at any moment 
deemed propitious. 


See Tobacco Price Rise 


The ten-cent brands have built on 
a foundation of low tobacco prices, a 
eircumstance which has benefited the 
Big Four companies to some extent. 
enabling them to lower their prices 
to competitive levels and still make 
a satisfactory profit and maintain 
moderate advertising schedules. The 
fact that tobacco prices are slated to 
advance as a result of the admin- 
istration’s farm legislation will react 
to the advantage of the Big Four, 
creating a state of affairs which the 
agency executive thinks will be acted 
upon next month. 


The tobacco price situation gave the 
ten-cent brand companies a tempor- 
ary advantage for the reason that 
the Big Four companies purchase 
their stocks two or three years 
ahead. The advantage would con- 
tinue another vear, if it were not 
certain that tobacco prices will ad 
vance. 

There has been much curiosity as 
to whether the Big Four would vol- 
untarily enter an association to apply 
the industrial recovery act to the 
manufacturing branch of the tobacco 
industry. The opportunity to do so 
this week passed them unnoticed, 


thus making it clear they will cling 
to rugged individualism and _ the 


lent itself admirably to interesting 
interpretations of the “charmed 


WORKING OF INDUSTRIAL RECOVERY ACT 


spirit of free competition as long as|circle.” Copy in the current issue HOW THE GOVERNMENT PLANS TO ADMINISTER INDUSTRIAL RECOVEY ACT 
they can. of Photoplay reads: “With these de- INDUSTRIAL CONTROL 
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All Premium Records 


Over Twelve Million Sold. 


Not even the jig-saw premium idea, which 
we introduced over a year ago, can com- 
pare with the instant and enormous accept- 


ance of this new Einson-Freeman ‘rage’. 


Over 12,000,000 sold in one month—world-wide in- 
quiries by wire, long distance and cable—reorders al- 
ready pouring in by the millions. All these facts testify 
to the tremendous pulling power and popularity of the 
characters of the Comic Page, Screen and Sports world— 
ALL under exclusive contract to Einson-Freeman—and 


applied to the one thing that means “fun, good times” 
to young and old—the MASK. 
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IRVIN DEVELOPS 
AUTO RADIO AS 
MATE TO HEATER 


Columbus, Ind., June 22.—In an 
effort to convert seasonal advertising 
and sales effort into steady all-year 
getivity, Noblitt-Sparks Industries, 
Columbus, Ind., have developed a 
new Arvin product, the Arvin car 
radio, as a companion piece to the 
Arvin hot water car heater. 

Trade advertising for the new 
product has already started in elec- 
trical, merchandising and automobile 
trade papers, and the introductory 
campaign to the public started in the 
June 17 issue of the Saturday Even- 
ing Post. 

Noblitt-Sparks Industries has been 
manufacturing Arvin car heaters for 
years, and has built up a national 
reputation for the name Arvin, ex- 
plained Glenn W. Thompson, sales 
manager. The product has been well 


advertised, and an excellent distribu- 
tion system has been developed, but 
because of its nature the advertising 
has been seasonal, only about three 
months in the year, and the manu- 
facturing also is seasonal. 


To remedy this situation the com- 
pany and its agency, Sidener, Van 
Riper & Keeling, Indianapolis, began 
a search for a complementary prod- 
uct. 


Decide on Auto Radio 


“We looked over all lines,” Mr. 
Thompson said, “and decided on a 
car radio, despite the highly competi- 
tive field, because most of the car 
radios then on the market were 
adapted from the ordinary house 
radio, and we believed a car radio 
should be designed from the start for 
its specific purpose. Also we had a 
distribution system which could 
easily and logically take on this new 
line.” 


The introductory campaign con- 
sists of a half page in the Post every 
other week, and two-thirds page in 
American Magazine each month. The 
radio advertising, and the car heater 
campaign, which starts in October, 
will be tied, together, with additional 
publications being added to the list 


ADVERTISING AGE 


at that time. 

Dealers are being supplied with a 
large display stand, made to repre- 
sent the dashboard and steering post 
of an automobile. A car radio set 
is to be mounted on the stand, and 
the remote control dial on the steer- 
ing post, so that the dealer has a 
demonstrator ready to be tuned in 
for every prospective customer. 

A third Arvin product, an electric 
heater for use in homes, is now be- 
ing planned. It will be operated on 
the same principle as the car heater, 
with a small fan to set up a circula- 
tion of warm air. The heat will be 
provided by an electric element, in- 
stead of hot water, as used in the 
car heater. 


Sloan Valve Appoints 


Advertising of Sloan Valve Com- 
pany, Chicago, has been placed with 
Reincke - Ellis- Younggreen & Finn, 
Chicago. General publications, trade 
papers and direct mail will be used. 


Club Tours Europe 


A delegation from the Poor Richard 
Club, Philadelphia, will sail July 15 


tour of 


for a month’s. good will 
Europe. 


Bays “Aircraft Age” 

Edward J. Powell, editor of Roller 
Canary Journal and Bird World, 
Kansas City, has purchased Aircraft 
Age. Edwin A. Hough, formerly 
with Rudolph Guenther-Russell Law, 
Inc., New York, has become business 
manager. 


Detroit Women Elect 


Mae Vanderpyl has been re-elected 
president of Women’s Advertising 
Club of Detroit. Other officers are 
Louise Grace, vice-president; Flor- 
ence Cox, secretary; Gertrude Bailey, 
corresponding secretary; and Ila 
Leonard, treasurer. 


Godefroy Names Anfenger 

The account of Godefroy Manufac- 
turing Company, St. Louis, maker of 
hair dyes and scalp and toilet spe- 
cialties, has been placed with An- 
fenger Advertising Agency, St. Louis. 
Newspapers, magazines and trade 
papers will be used. 


Form Northern Coals 


Northern Coals, Inc., central mar- 
keting agency for Ohio and West 
Virginia coal producers, has been 
formed at Cleveland, with William 
Emery, Jr., Cambridge Collieries 
Company, as president. 


Listerine 
Wrigley 
Socony- Vacuum 
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(Reorders Cowring In!! 


Note the names and standing of a few of the advertisers 
already using millions of ‘“Par-T-Masks.”” 


Quaker Oats 
Procter & Gamble 


Westinghouse, etc. 


Get in RIGHT e right at the start! There are still a 
score or more first-rank comic series and dozens of famous 
screen and sports stars available on an EXCLUSIVE 
BASIS TO LARGE PREMIUM USERS. 


And remember e when you buy ‘“Par-T-Masks,"’ 
you are not merely buying a ‘‘novelty”, but participating 
in one of the broadest campaigns of publicity yet used 
to get the country stirred up about a new idea! WRITE, 
WIRE OR 'PHONE FOR DETAILS AT ONCE! 


SaS 


Smashed By Ihe New 


“PAR -T- MASKS" 


PATENT 
APPLIED 
FOR 


STARTS DRIVE 
FOR “QUIKMIX” 


Detroit, Mich., June 22.—Suddenly 
deciding to introduce at once a new 
product with which it had been ex- 
perimenting for over two years, Com- 
mercial Milling Company took space 
in Detroit newspapers last week to 
promote “Quikmix,” a biscuit com- 
pound. 

The 450-line copy here was the 
lead-off of a national campaign that 
will begin immediately with a strong 
newspaper schedule as the backbone 
of the introductory drive. 

Announcement copy will be placed 
by the manufacturer through Behr 
Advertising Agency, Detroit, while 
tie-in space will be run cooperatively 
by distributors and retailers. The 
promotion bag, according to company 
officials, holds other media in reserve 
to be pulled out after full distribu- 
tion is secured. 

“As Modern as Tomorrow” is the 
slogan, featured on the package, an 
attractive lithographed container, 
which will be popularized in all ad- 
vertising. 

“The new, quick, easy way to make 
the most delicious biscuits you’ve 
ever eaten!” is the description of the 
new product which is “guaranteed 
by the makers of Henkel’s extra 


fancy flours—‘made good since 
1855.’ ” 
Has Three Features 
Speed, convenience and economy 


will be the triple-pronged sales argu- 
ment. After whetting the reader’s 
appetite for “tempting, beautifully- 
browned biscuits—fresh from the 
oven,” copy will assure the house- 
wife that: 

“Quikmix—true to its name—helps 
you make the most wonderful bis- 
cuits QUICKLY! 

“Quikmix saves fussing in the 
kitchen these warm days. 

“Quikmix is economical, too—you 
get 80 biscuits from the 2%-lb. pack- 
age! ” ——% - 

Recognizing, moreover, that the 
biscuit mix market is not as free 
from competition as it was a few 
years ago, emphasis will be laid upon 
the many other delicacies that can 
be made just as quickly and delici- 
ously with this ingredient. 

“Use it with equal success in mak- 
ing quick coffee cake, waffles, dough- 
nuts, muffins, nut bread, etc. Just 
follow the simple recipes on the pack- 
age,” copy will advise. 


Starts House Paper 


Gulf Refining Company, Pitts- 
burgh, has launched a new house 
magazine, “The Orange Disk,” for 
its 30,000 employes and stockholders. 
It will be issued bi-monthly. 


Snow Takes New Post 


Cory Snow, formerly with the. Bos- 
ton office of Heinn Company, has 
joined Sampson & Murdock Company, 
Boston, as a member of its direct 
advertising division. 


Arnold Joins Waters 


Stuart G. Arnold, for the past four 
years in business for himself as di- 
rect mail counselor, has joined Nor- 
man D. Waters and Associates, New 
York. He will specialize in direct 
mail, package design and window dis- 
plays. 


Martin Expands List 
Harry E. Martin, Cleveland, has 
assumed representation of The Chi- 
cagoan and Premium Publications, 
Chicago, and Beverage & Fountain 
Trade News, New York. 


Makes Listener Study 

Michigan Radio Network is spon- 
soring an intensive study of listener 
interests and habits in Detroit, 
Grand Rapids, Flint, Jackson, Sagi- 
naw, Kalamazoo, Battle Creek and 
Bay City. The study is being made 
by George O. Hackett, Detroit. 


Townsend Moves 

Charles E. Townsend, former sales 
manager of Eastern Advertising 
Company, Boston, has joined the 
Philadelphia Advertising Company 
as assistant advertising manager. 
The company specializes in street car 
advertising. 
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Aetna Life to 


Launch Radio 
Test Campaign 


Pasadena, Calif., June 22.—George 
Logan’ Price and Jackson M. Leichter 
have been elected vice-presidents of 
the Corben Corporation, fast-growing 
agency of which Louis G. Benziger 
is president. 

Harry M. Caldwell has been named 
production manager and A. Garland 
Ewing will serve in a _ research 
capacity. 

Mr. Leichter will continue as gen- 


The agency has been appointed by 
the Aetna Life Insurance Company 
to direct a radio test campaign in 
Southern California. The feature is 
Kay Van Riper’s “An American Fam- 
ily,” which will be extended to a na- 
tional basis in the near future if 
successful. 

Another new client is the Vitalife 
Corporation, for which the agency is 
releasing broadcasts over KFAC, Los 
Angeles. 

Mr. Price, prior to his present con- 
nection, served the Mayers Company, 
Los Angeles, for nine years as copy 
chief, and was unanimously elected a 
life member of the “Mayers Gang” 
when his resignation was announced. 

He came to the Mayers Company 


agency's secretary. He is also a for- 
mer president of the “Mayers Gang.” 


Michigan Commission 
Sets Minimum Beer Price 


The Michigan liquor control com- 
mission has set five cents as the min- 
imum price at which an eight-ounce 
glass of beer may be sold. 

Regulation of the price of draught 
beer followed complaints that some 
retailers were selling beer for a 
penny a glass with a meal! 


Form Motion Picture 


Endorsement Service 


Arnold-Proctor Company has been 
started at 7000 Santa Monica Blvd., 


photographs, or the use of names in 
relation to any branch of the motion 
picture industry. 

New York offices are at Arnold Re- 
search Service, 45 W. 45th St. 


Open Charlotte Offices 


William D. O'Donoghue advertis- 
ing agency is moving from Augusta, 
Ga., to Commercial Bank Bldg., 
Charlotte, N. C. Southern head- 
quarters for Ben F. Seagle and As- 
sociates, have been established in the 
Johnston Bldg., Charlotte. 


Hotel Issues Daily 
Stevens Hotel, Chicago, has started 
publication of a daily two-page bul- 
letin. It is devoted primarily to a 
listing of daily events, including the 


eral manager, while Mr. Price, new 
to the organization, will be in charge 
of the copy and plan department. 


in April, 


1924, from the Ralph H. 
Jones Company, of 
Cincinnati, and became the western 


New York and/f,. Proctor, 


dorsements, 


Hollywood, by H. F. Arnold and John 
to aid in securing en- 
permission to publish 


numerous conventions being held dur- 
ing the Century of Progress Exposi- 
tion. 


he a glmpse inks the TRIPLE LIFE of 


Teeslon 


INCE the day of her marriage at 

Grace Church in 1924, Joan Preston 

has been leading a triple life. And it’s no 

reflection on the morals of this age to say 
that her case is entirely typical. 

She is really three distinct personalities 
wrapped in one very attractive bundle. 
The first (in spite of the “Mrs.”) is still 
Joan Ordway, whom you met, or wanted 
to meet, if you were at the West Point 
parties of 1921 and 1922. She dances 
beautifully, and nobody is a better sport 
in an outdoor setting. That ceremony in 
1924 crimped neither her youth nor her 
romantic nature. 

The second Joan is the wife of Ray 
Preston. Ray boasts that no one ever 
had a more devoted manager of a home. 
Ray Jr. won’t even argue the possibility 
that there might be a better mother in 
the world. 

Then there’s still another Joan. It’s 
the person who spends a part of every day 
in front of the mirror (even as all woman- 
kind has done since Eve, or at least since 
mirrors). 

Three distinctly different people rolled 
into one, sharply divided by the three 
major interests of woman— Romance, Her 
Home, and Herself. 

There’s just one magazine that recog- 
nizes and serves this triple life—McCall’s. 


LH 


For McCall’s is three magazines in one, 
each part addressing and interesting one 
of the three personalities of womankind. 

To meet her need for recreation and 
romance, McCall’s has given her first a 
magazine of Fiction and News. Then a 
separate four-color cover makes a divid- 
ing line as sharp as that between Mrs. 


Preston’s own personalities. This second 
magazine, McCall’s Homemaking, gives 
inspiration and help to her domestic inter- 
ests. Last,and equally important under its 
own four-color cover, is McCall’s Style 
and Beauty, appealing to her before-the- 
mirror mood. These three separate mag- 
azines are bound into one to make the 
new McCall’s. 

Advertising fits logically into this sound 
scheme of things. For years department 
stores have used the principle of related 
selling. Now this principle is brought into 
the home, to the advantage of both 
sponsor and reader. In McCall’s it is 
unnecessary to risk addressing the right 
woman on the right subject at the 
wrong time. 

Evidence is overwhelming to prove 
that the Mrs. Prestons of McCall Street 
are grateful for this recognition of their 
triple personalities. And so, what at first 
seemed to be a radical step in magazine 
publishing has turned out to be helpful, 
sensible—and successful. McCall’s Maga- 
zine, 230 Park Avenue, New York City. 


The New 
M*CALLS 


TITLE COMPANY 
ISSUES SURVEY 
AS. ADVERTISIN 


Chicago, June 22.—While SUI Vey 
are generally regarded by advertis. 
ing men as the material on which 
advertising campaigns are based, the 
Chicago Title & Trust Company has 
overturned this precedent by using 
the survey itself as the thing to he 
told. 


The study to be presented in this 
form concerns real estate values jp 
Chicago for 100 years. The company 
has never engaged in the real estate 
business, but is intimately identifieg 
with it through its work of making 
abstracts of title and issuing title 
guaranty policies. The survey and 
its publication represent its contriby. 
tion to the upbuilding of the ip. 
dustry. 


The survey will be presented in a 
series of twelve large-space news. 
paper advertisements, the first of 
which appeared this week. Others 
will follow at intervals of about tep 
days, which will make the campaign 
run through the period during which 
A Century of Progress will hold 
forth. 


Promotes Real Estate 


P. P. Pullen, advertising manager, 
who is also in charge of the new 
business department of the company, 
said no predictions will be made in 
the survey. It will present the facts 
and allow the reader to draw his own 
deductions. 

The initial advertisement in the 
series, however, asserted that in the 
study “there is courage and inspira- 
tion for real estate ownership. It 
proves that depressions, panics, wars 
and fires have not been able to stop 
the city’s growth nor discourage the 
spirit of its citizens. It shows that 
after every depression, Chicago’s ag- 
gregate land value has recovered and 
gone ahead.” 

The survey, covering 100 years of 
real estate values in Chicago, was 
made by Homer Hoyt, former pro 
fessor of economics. Mr. Hoyt as 
sumed the work eight years. ago and 
has just completed it, in spite of the 
fact that he had ample help and 
facilities for his mammoth under 
taking. As the advertisement said: 


Intensive Study 


“Though half the wealth of.Amer- 
ica is in its real estate, no such com- 
prehensive study of the complete 
cycle of real estate market values 
has ever been published. This study 
otf Chicago’s growth is a _ pioneer 
work.” 

The campaign will run in all Chi- 
cago dailies, and will also appear in 
several real estate papers. Carroll 
Dean Murphy, Ince., is placing the 
copy. 


100,000 Enter 
Life Savers’ 


Fair Contest|_| 


New York, June 22.—Making cap 
ital of youth’s desires to witness the 
many wonders of Chicago’s Century 
of Progress, Life Savers, Inc., has 
just completed an unusually success 
ful contest addressed to boys it 
which the grand prize was a trip t0 
Chicago and the fair, with all eX 
penses paid for the boy and one 
parent. 

The contest, which ran in Thé 
Open Road for Boys Magazine fot 
eight months, was built around the 
idea of supplying last lines for lim 
ericks. Entries were to be submitted 
on Life Saver wrappers or facsimiles, 
and according to Merle B. Bates, 
advertising manager, more than 100, 
000 wrappers were received in the 
contest. 

In addition to the capital prizé 
there were monthly prizes of bicycles 
electric trains, dogs, rifles, movie 
cameras, typewriters, etc. 
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dal ccichduadlated 


| peerage Tower Magazines are the 
result of a retailer’s study of ad- 
vertising forces at work in a local com- 
munity, we know that many retail 
advertisers are following their success 
with a complete understanding of the 
original need for them and their place 
in modern marketing. 

The idea for Tower Magazines grew 
out of a sound and factual knowledge 
that the average housewife who repre- 


will welcome the success of Tower Magazines 


sented the volume purchaser of any 
store... was not adequately reached 
by the women’s magazines then in exis- 
tence. Certain magazines were directed 
to the upper middle class. Others to the 
lower class. But for the vast middle 
distance between, there were none. This 
indicated impressive results for retailers 
if magazines could be published to reach 
this new consumer market. Here is 


what the publisher did and why. 


IN PEAK SHOPPING TRAFFIC 


. . . Sold the magazines through the 
Woolworth Stores because, with adja- 
cent department stores, they peak the 
shopping traffic of any city and offer a 
perfect structure of balanced national 
distribution in tested markets. Women 


buying in Woolworths are making 
major purchases . . . electrical equip- 


ment, furniture and apparel at the 


department store next door. ‘Tower 
Magazinesare also soldon selected news- 
stands in the 1268 tested markets only. 


A NEW EDITORIAL APPROACH 


... Created a new editorial tempo, fast- 
moving, dynamic, in key with the fast- 
moving tempo of today . . . made the 
magazines so appealing editorially that 


an average housewife . . . average age 
25, average income $2519... your best 
customer ... buys them cash in hand 
without sales pressure of any kind. 


THE MAJOR RETAIL OUTLETS 


. .. Concentrated all circulation where 
you can get the most direct results from 
it... in the 1268 tested key markets 
where 75% of all retail buying is done. 
Here are 67% of all department stores; 


83% of all chain drug stores; 57% of 


all independents. Intense concentra- 
tion of circulation around these outlets 
means worthwhile consumer response 
for your stores on the well-known nation- 
ally advertised products which appear 
every month in Tower Magazines. 


A REAL MERCHANDISE CHOICE 


. . . Offered the shopping woman a 
choice of merchandise in four books, 
each featuring a fundamental reading 
interest . . . Mystery, Movie, Home, 
Love ... and in this way gave the 
advertiser an intensification of reader 
interest possible in no other way and a 
substantial unit of national coverage, 
1,250,000. 

The powerful selling results that these 
magazines give national advertisers and 
retail merchants are demonstrated by 


these few facts . . . 1932 saw Tower 
Magazines’ linage gain 12% over 1931, 
the only woman’s magazine of over 
1,000,000 to make a gain . . . saw 
Tower Magazines write a million in ad- 
vertising. Don’t you believe it would 
be worth your while to know more 
about Tower Magazines’ circulation 
in your city? Write to L. Babcock at 
55 Fifth Avenue, New York, she will 
gladly give you the exact figures and 
forward some new consumer surveys. 


Tower MAGAZINES - INC: 
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ASSOCIATIONS 
CONFRONTED BY 
COMPLEX TASKS 


New York, June 22.—While the in- 
dustry recovery act makes the trade 
associations of the country loom up 
as factors of new importance, they 
are also charged with tremendous re- 
sponsibilities, Roscoe C. Edlund, 
president of the American Trade As- 
sociation Executives, points out. 

Writing in “Executives Service 
Bulletin,” published by the Metropoli- 
tan Life Insurance Company, Mr. 
Edlund listed the fateful questions 
which must be decided by each major 
association, as the spokesman and 
representative of its industry. 

Some of these questions are as 
follows: 

“What will be the additional cost 


to us to manufacture what we will 
term basic a, b, c, or d grades, based 
upon a minimum wage with a maxi- 
mum number of hours per week? (Jn 
thinking of minimum wage, probably 
common labor should govern, but 
thought should also be given to dif- 
ferent grades of labor, such as skilled 
labor, machine attendants, etc.) 


“What, in detail, are the costs of 
making products of these major basic 
grades? Or, perhaps, what are the 
spreads in detail, between material 
costs and the finished product? How, 
in detail, will these costs be changed 
by changes in working hours and 
wages? 

“What, in detail, are the costs of 
distribution, from the factory out? In 
all the thinking that has been done, 
it looks as though industry, includ- 
ing our own industry, will have a 
chance, if it cares to do so, to name 
basic prices of basic grades of goods. 
Do we wish to do this? 

“Would pledges to employ a speci- 
fied number of additional workers 
over a period of 3 to 6 months re- 
quire some agreement in the indus- 


try as to limitation of production? 
If so, along what lines and in what 
manner should this limitation of 
production be arrived at?” 


Paul Whiteman in New 
Kraft-Phenix Series 


Kraft-Phenix Cheese Corporation 
will sponsor a new series of broad- 
casts featuring Paul Whiteman and 
his orchestra, over an NBC-WEAF 
network beginning June 26, at 9:30 
p. m., E. D. S. T. 

The broadcasts will last a full 
hour. Al Jolson will serve as guest 
star and master of ceremonies at the 
opening broadcast. 


Sears Deore Does Big 
Distributing Job 


One of the largest broadsides ever 
distributed in New Orleans was dis- 
tributed to each home in the city last 
week by Feibleman’s, local Sears- 
Roebuck retail unit. 

The company distributed 95,000 
copies of the New Orleans Tribune, 
which contained a twelve-page insert 
in colors advertising a special sale. 


Is Business Manager 
of “Oklahoma News” 


H. Payne, formerly general 
manager of the News, Sacramento, 
Cal., has been appointed business 
manager of Oklahoma News, Okla- 
homa City, a Scripps-Howard publi- 
cation. 

Robert T. Fredericks, managing 
editor of the News, has been pro- 
moted to executive editor of the 
paper, succeeding Carl C. Magee, who 
resigned recently. 


John 


“Man Hunt” Succeeds 


More than 2,000 carloads of Gen- 
eral Electric refrigerators and sev- 
eral hundred carloads of G-E ranges 
and dishwashers were sold and de- 
livered during the period of the ‘““Man 
Hunt,” April 3 to June 3, a special 
sales contest, the company has an- 
nounced. 


Fry Appoints 
Fry Products, Inc., Detroit, auto- 
mobile seat covers, has placed its 
advertising with Brooke, Smith & 
French, Detroit agency. 
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New York, Chicago, Philadelphia 


HERE is no magic about Rapid’s swift delivery of 


quality plates. It is the logical result of ample size, 
resources, and facilities PLUS a human skill backed by 
long experience that is unsurpassed in this field. 


And this skill goes further than the making of electro- 
types. It extends to every phase of production and 
delivery. That’s why Rapid takes the largest, most 
involved, electrotype problem off the advertiser’s hands, 
assuring delivery anywhere in the country on schedule. 


There are many concerns, large and small, who thus turn 
the entire matter over to Rapid. By so doing, they save 
a lot of extra work . . . work that Rapid is specialized 
to do and that Rapid can do far better than they can 
because of Rapid’s experience, skill, and facilities. 


Chetrotpe (a 


The Largest Plate Makers in the World 


W. H. KAUFMANN, President 


CINCINNATI 
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Discontinues C steel 
Line to Make Beer 


Buffalo, N. Y., June 22. 
Schreiber Products Corpora. 
tion, one of this city’s largest 
pre-prohibition breweries, hag 
announced that it will cease 
production of Manru coffee im. 
mediately, and replace this 
beverage with the more potent 
Manru beer. 

The new policy reverses 
that adopted with the advent 
of prohibition, when the brew. 
ery went into the coffee busi. 
ness and shifted its trade name 
from beer to coffee. 

The ex-coffee-making brew. 
ery is reported to have turned 
down an offer of a large sum 
from a New York coffee 
roaster for use of the Manru 
name on coffee. 


NEWSPAPER MEN 


Detroit, Mich., June 22.—J. J. Har. 
tigan, vice-president, Campbell-Ewald 
Company, will be one of the head. 


tion and Research Managers’ Asgo- 
ciation, which will be held in Grand 
Rapids next week as a departmental 
of the Advertising Federation of 
America. 

J. Albert, of the Detroit News, is 
in charge of the program. Mr. Har. 
tigan will tell the newspaper men 
“What the Agency and Advertiser 
Want from Promotion and Research 
Departments.” 

Other speakers at the convention 
will be William Ashley Anderson, 
associate director of copy for N. W. 
Ayer & Son and Benjamin Wood, na 
tional advertising manager, Cleveland 
Press. 

A large part of the two-day meet: 
ing will be devoted to discussions of 
salient topics under the leadership 
ot designated experts. D. A. Sulli- 
van, Pittsburgh Press, will direct the 
discussion of “Service for Advertis. 
ers.” 

George Benneyan, New York Sun, 
will be in charge when the associa- 
tion throws more light on “Lineage 
Analysis—Use and Abuse in News: 
paper Promotion.” Vaughn Weidel, 
New York World-Telegram, will take 
the helm while “The Value of Sales 
men’s Presentations” is being scru 
tinized. 


“Post” to Change 
Advertising Makeup 


A change in the advertising makeup 
of The Saturday Evening Post, by 


before reading matter starts, will be 
inaugurated with the July 1 issue. 
The masthead on the first editorial 
page is replaced with subscription| 
data, location of advertising branch 
offices, and the Post logotype. 

The table of contents, which here 
tofore appeared at the back of the 
publication, will be on page 2. Two 
columns are devoted to this material 
and to the masthead, the remaining 
page and one-half of extra “front’ 
space being devoted to advertising. 
Announcements of coming features 
and the index to advertisers will 
occupy the former table of contents 
position. 

The revised makeup creates an at 
positions for advertisers, all of which 
have been sold for a period of 2 
months dating from July 1, according 
to Post officials. 


Starts “Hog Breeder” 


The Hog Breeder, a monthly far™ 
and livestock publication, will be 
launched Aug. 1 by Standard Swine 
Publications. Union Stock Yards, 
Chicago. P. V. Ewing is publisher 
and V. C. Anderson is advertisiné 
manager. 


Wahl Doubles Payroll 


Production on new items and it 
creased business during the P 
month have necessitated a 100 pe 
cent increase in the payroll of the 
Wahl Company, Chicago, maker ° 
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Taylor Is Special; taxes collected from retailers since | Gillette Purchases Henry Dix Dies 


early in April. F' 5 eo oe 

Opens Two Offices) Tite court held that the present $5 “Brewery Engineering” | Henry A. Dix, founder of H. A. a. 
Millard F. Taylor, formerly of the | Per year soft drink license was all| Gillette Publishing Company, Chi- Dix & Sons Corporation, New York 
New York World, has opened offices that is needed. cago has purchased Brewery Engi- garment manufacturer, who retired 


er 
= SK OF A r A at 171 Madison Ave., New York, and neering, and will publish it as Brew- and turned his plant over to his 
ra. s . ® | First National Bank Bldg., Chicago, ery Engineering and Management employes ten years ago, died this 


Three Appoint Ziv 
jest as publishers’ representative. Frank PP week in Battle Creek, Mich. He was 


effective with the July issue. Dr. | ¢. 

has H. Smith is associated with him. t Se of Aladdin Manufac- Robert Wahl, president. Wahl Insti- 63 years old. 
! The firm has been appointed na- uring Company, Muncie, Ind., lamps; tute College of Brewing Technolo 
ase ’ |Perkins-Campbell Company, Cin- By, 

tional representative by the Wor-|innati, leather novelties; and J. W.| Will be editorial director. I Outd El 
this - cester Herald and eastern representa- Gibece ‘Company Indianapolis manu-|.. Jim R. Mahon, formerly with Hotel owa Uutdoor ects 
an niin dian Page 1) tive by Associated Legal & Court facturing chouniete hea been placed Bulletin, Sporting Goods Journal, J. B. Stewart, Clinton, president, 
(Con ; Papers. oth Senianie W. Ziv. Inc.. Cin-|2¥¢@00r America, and other publica-|and other officers of Outdoor Adver- 
tunity to set in Grand Rapids an in- cinnati. > a tions, will be business manager. tising Association of Iowa were re- 
bee giring public example of hope and Kentucky Refunds — a elected at the annual meeting held in 


peemnation to win tn the Sent Retail Beer Tax Saltesea on Posters Raise Wages 10 Per Cent |» *"”” 


usi. |p!" ans aoe of phd ll _ As a result of the ruling of the Saltesea Packing Company, Provi- Noblitt Sparks Industries, makers ° 
ame The aa. ime wit Guair te Clee Kentucky Court of Appeals this week | dence, R. I., is conducting an exten-|of Arvin car heaters and auto radios, Busse Directs Sales 

gram, Wi a gam raed cane that 3.2 per cent beer is a soft drink | sive outdoor campaign in New York | has announced an increase of ten per R. L. Busse has been named vice- 
ew. | por publicat on il Panes 4 non and not a malt liquor, the state tax|and southern New England for its|cent in the wages of all employes at|president in charge of sales of 
ned | fo ADVERTISING AGE, an e depart-| commission will be forced to refund | chowder. Livermore & Knight, Provi-|its Columbus and Greenwood, Ind.,|Timken-Detroit Axle Company, De- 
mental programs completed this week | approximately $120,000 in beer license | dence, are in charge. factories. troit. , 


3u : 
flee are as follows: -_ a 
nru GENERAL PROGRAM 
Sunday, June 25 
negistration all day at convention head- 
quarters, Hotel Pantlind. 
— \fternoon—Sight-seeing tour conducted 


by local reception committee. 

4:00 p. m.—Reception and tea at Civic 
Auditorium. 

7:00 p.m.—Supper at Hotel Pantlind. 

Monday, June 

9:00 a.m.—Registration. 

11:00 a.m.—Formal opening of the Na- 

tional Advertising Exhibit, Civic 

Auditorium. 

2:00 noon—General luncheon, followed 
by opening general session. 

1:00 p.m.—Addresses of welcome. 

Lee V. Mulnix, president, Advertising 


Someday ... someone 


; . Yub of Grand Rapids. 

phe ag, FA D. Meret Mayor of Grand ° e a = 
wa Rapids. 

» head-} jon. Wm. A. Comstock, Governor of 

Promo- Michigan. 


Keynote address—Edgar Kobak, presi- 


' Asso} dent, Advertising Federation of 
Grand America, and vice president and 

general sales manager, McGraw- 
mental Hill Publishing Company. Subject: 
ion of “Advertising’s Job in the Changing 


World. 
\ddress: Hon. Arthur H. Vandenberg, 


ews, ig) U. S. Senator from Michigan. 
: \ddress: Wendell L. Willkie, president, 
r. Har- Commonwealth and Southern Cor- 


...in Business Week 


r men} poration, New York, “The Value of ; . 
ertiser |" Hea. SOMEDAY someone will make the fullest anything in the routine sense. Yet they buy 
esearch Monday Evening 


vention 


Annual banquet and ball. 

Address: Postmaster General James A. 
Farley. 

Princess Alexandra Kropotkin, mem- 


use of this avenue to the most rewarding and 
wordly-wise market on earth. Perhaps you 


everything — whether it be steamships or 
paper clips, Rembrandts or ten cent cigarettes. 


derson, ditorial staff of 

N.W| Liberty. (Subject not announced.) are among those who have already sensed © How much? Exactly as much as they want. 
. T day, June 27 ee . e ° ° e e 

oe ED sivnssntal mmatings oh Sax. the advertising power inherent in Business (To make people want things is the function 


y meet: 
ions of 
dership 
. Sulli- 


Cabaret and supper in the Civic Audi- 
torium in the evening. Radio fea- 
ture, Lowell Thomas. 

Wednesday, June 28 
partmental sessions in the morning. 
beneral session luncheon speakers: 

T. K. Quinn, vice-president, General 
Electric Company, “Raising the 


Week, who have looked down the long vistas 


of unexploited opportunity to which it teads. 


of advertising.) 


SUCH IDEAS baffle rigid minds, because 
they elude statistical crutches and rule-of- 


val oe Sateen research director, THIS LATENT S1 RENGTH is intolerant th b b ° f h h B th 
sy . ’ ’ + ~ . " 

General, Motors, | “Research—Part- of definition and evaluation. It is derived = i et = rie. » eo 
‘k Sun} Marjorie Shuler, member of the board, : : . Par a 10yous Challenge to adventurous, pioneer- 
ase pees Teereten of Busnes from the intangibles which make advertising ra. ne " wen abilit on nenee ree value 
a more than a technique and prohibit its reduc- . h ae 7 . > 

ews: ¢ a . ° . i & 

Weidel| from. Kansas, “Trath in’ Advertis- tion to formulz. Basically it is the power to — 7 a a Sam Comenge 0 tee Cem, 
ing.” ° . 
roan ANNUAL BUSINESS MEETING move power to action. The business leaders ave made some advertising men great. 
g scrt pesidents’ annual report. oer who have shaped and dominate the American We have talked with a lot of advertising 
eport on the action of the Council on 


tkeup 


makeup 
ost, by 


Departmental Activities and the 
Councils on Advertising Clubs and 
on Women’s Advertising Clubs and 
the election of their chairmen. 
Report of the Nominating Committee. 
Report of the Committee on Credentials. 
Election of Directors. 

Report of the Committee on Resolutions. 
Adjournment. 

dnesday Evening 


scene must know what Business Week tells 
them. Who can make a chart of that? Nor 
can any statistics thus far developed measure 
the enthusiasm for Business Week of other 


men with this quality of greatness. They 
cheer us with their personal enthusiasm and 
professional appreciation for Business Week. 
Sometimes they make us gasp with their 


We . r ee 
ae ichigan Frolics. men—men close to this power and influence | ambitions for us. 
| issue. LONFERENCE ON DISTRICT AND b f . h . ee . . 
aitorit] yg CkUB ACTIVITIES ut not yet of it, whose eagerness for the news Rapidly rising prices and business volume, 
sriptionPresin inesday oo ne me oan . . . . e . . 
tes prellaent" Advs rising ee aeration of business and its meaning extends Business increasing corporation revenues and purchas- 
wal © Advertising Clube Helen Week’s sphere beyond any circulation count. —_ ing power, hasten the day when these ambi- 
ocKey, vice-president, Advertising . 7 . 
of th} Federation of America and chair- tions can be realized—when financial curbs 
». Two} Man, Council on Women’s Advertis- : . a : . 2 
SAOMNLEE, “Te ous Seectteus of the Ad- MOST ADVERTISING MEDIA are identi- to maximum exploitation of Business Week’s 
naining} vertising Federation of America, . : ° ee ° 
“front },,EaKar Kobe ow year fied with specific merchandise. They are advertising capacity can be relaxed. 
rtising Gilbert 'T Hodges, chairman of the k i 
| s, nown and trusted instruments to the sale of 
eatures} board, Advertising Federation of e 
A ) iv . . 
rs Wh] board of The Sun, New Yorks Mary certain kinds of goods. Name over to youre = THESE ADVERTISING CAMPAIGNS will 
+ Ie rage ge egy Boy : : mark a new level in the copywriters’ art 
an aéb, Bradford and Company Chicago. self the great magazines; each will call to Raed ak sn ee ana 
ildi stige— — j : P 
f fixell Through Club Speakers’ Bureau— mind categories of merchantable products— | Dramatic and compelling as Business Wee 
f whic Gertrude Bailey, corresponding sec- 


1 of 2 
cording 


Tetary, Women’s Advertising Club 
of Detroit; fashion editor, Detroit 
Free Press; Josephine Durham, 
president, Women's Advertising 
Club of St. Louis; Stix, Baer and 


motor cars,mining equipment,food products, 
perfumes. Often ratios of sales potential can 


itself, they will excite the enthusiasm of 
imaginative business men. Hardheaded and 


wr” i | teeagh ‘Bpenecrea Radio Programs be calculated with fine mathematical nicety. practical, they will demonstrate the dollars- 
“fl wall = Walter’ i Myers, president-elect, and-cents value of goods and services for sale. 
vertising ub o oston; New b ;. ° — . 
will b] England | representative, National Business Week defies such measure. It is | With unremitting pressure they will make 
RA mueanuo of Advertising Women. immune to statistics. Its readers do not con- — business men want—and decide—to buy. 
a Eovernor, First District, x. Fa stitute a pink map market for anything. We 
vertising manager, pringfie ‘ 
Meiers F ae ? > “é ” 
ee ee hans cannot tell you how many conveyor systems THE COST? What’s that “per thousand, 
roll A. Rona! Nationa’ Newspaper En: or panama hats they will buy inthe Cleveland you ask? Do you care? The cost of a 
be ris . * . ‘ . . . ee . . . . 
and Prempiovment Relief for Club Members metropolitan area. Neither housewives nor great advertising job in Business Week, is 
—Haro a astings, secretary- ‘ ia * ° 
i 
100 paion “at hate Club ‘of Detroit _ purchasing agents, they are not buyers of _ negligible compared to its accomplishment. 
f sing Clubs. 
~~ Other late departmental programs 


Mypear elsewhere in this issue. 
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“Brace” May Help 
Sale of Suspenders 


Roos Bros., men’s furnishers of 
San Francisco, are using the English 
version, “brace” in speaking of de- 
vices designed to maintain the alti- 
tude of trousers. 

The campaign is helped by the use 
of illustrations decidedly English in 
appearance. 


Tractor Sets Record 


Allis-Chalmers Manufacturing Com- 
pany, Milwaukee, now claims the 
world’s speed record for farm trac- 
tors as a result of a recent test at 
the Wisconsin State Fair grounds, 
when one of its stock tractors, 
equipped with Firestone air tires, 
traveled five miles at an average 
speed of 35.4 miles per hour. 


Californians 
to Advertise 
to Each Other 


Los Angeles, Cal., June 22.—Do 
Californians believe in advertising 
their fair state? They do, not only 
to those in other parts of the coun- 
try, but among themselves! 

An advertising campaign designed 
to increase vacation travel within the 
commonwealth which was inaugur- 
ated this week under the auspices 
of the California Newspaper Publish- 
ers Association at Los Angeles is 
proof of this statement. 

Two series of advertisements—one 


presenting attractions of northern 
California as a vacation area for 
southern Californians and the other 
presenting the attractions of south- 
ern California to the north, will be 
published in approximately 96 papers 
in each area over a period of six 
weeks. The theme of the campaign 
—‘Know Your California’—will be 
presented in consecutive advertise- 
ments each measuring four columns 
by 100 lines. 

Cooperating with the publishers’ 
association are the two leading tour- 
ist advertising organizations of the 
state, Californians, Inc., of northern 
California and the All-Year Club of 
Southern California. They will han- 
dle follow-up material and otherwise 
assist the publishers in the drive. 

Colonel Samuel G. McClure, pub- 


lisher of the Santa Monica Outlook 
and a director of the All-Year Club, 
presented the idea to the executive 
committee of the association, who 
passed upon it unanimously. 


Ask Stockholders 
To Aid New Line 


McCord Radiator & Mfg. Company, 
Detroit, is conducting a special cam- 
paign to enlist the active help of 
stockholders in introducing a new 
ice tray for refrigerators. 

Cc. C. Winningham, Ine., is 
charge of the direct mail effort. 


in 


Brewery Appoints 
Advertising of Trainers’ Tip Top 
Beer, Philadelphia, has been placed 
with Bloomingdale Weily Advertis- 
ing Agency of that city. 


Investors are Consumers 


Are You Ready for the Question? 


To the class in economics let us ask two questions which have 
some relation to the mass-class solicitation now being hurled in 


S. B. offices—splattered in ink and blathered on the phone. 


How many advertisers, selling soap, cigarettes, cars or weather, 
finding they could reach sixty thousand prospects, meaning people 
with money, would pass them up because they were not to be 


reached except through the usual hackneyed channels {meaning - 
habit space buying)? 


How many advertisers (or manufacturers or retailers) offered an 
opportunity to meet the big shots of the big companies right in 
their offices, or studies, or libraries, where they are daily referring 
to financial reports, would decline the opportunity because the 


big boys were reading The Magazine of Wall Street? 


The names of those who would refuse will appear engraved on the 


head of a pin and sent to inquirers with our compliments. 


60,000 read 


The Magazine of Wall Street 
Every Other Week 


THE MAGAZINE OF WALL STREET 
YORK CITY 


90 


MEMBER A. B. C. 


BROAD ST., NEW 


OFFSET GROWTH 
STIRS WAR IN 


PRINTING FIEL):: 
consec' 
has be 
New York, June 22.—The inrogdf ™?, Oo 
which it is asserted are being ma aig 
in the printing field by offset, plan, allied 
graphing, and similar processes 26-29. 
causing concern among manufacty) pybl 
ers and supply houses which are «& the co 
pendent directly on the letter preg sover1 
system. The Royal Electrotype (Cy AF... 
pany, of Philadelphia, has gone proved 
far as to start an advertising canjwas a; 
paign addressed to printers, urging year, 
them not to be seduced into th) pea 
adoption of the “rubber blankefpailies 
method of printing. conven 
“When suddenly,” says a piece @Rapids 


of trash so commonly called printiy 
The only excuse for poor printing 


“For back of letterpress printing j)"d t 
highlig 
tions man ever made. These hayalTesen 
placed good printing within the e 
nomic reach of anybody who } 
something to say, and knows how t 
say it. The expressive power of le 


the capacity of those who use it, an 
not by its cost. 


Just a Rubber Blanket 


“How inconceivably stupid, theraadv 
fore, is the modern tendency to tw 
away from the competent letterpreg 
printer, and call in one who he 
with which he proposes to nullify th oon 
whole principle of letterpress, andtiye }j 
do the job cheaper. 

“‘Plenty good enough,’ the buyef’lopm 
says, until suddenly he is remindef¥dies 
that type was made to read, and tha 
the rubber blanket cannot print typ¢ 
Nor can it print solid velvety black 
or match the brilliance of letterpres 
color. It simply makes lawful pre 
of those who mistake the very fi 
purpose of printing. 


of real craftsmanship and a competf 
tion in high personal capacity.” 

Editors of printing publication h 
some of which have reported sl§paqe 


cesses made by printers through tnsati; 
introduction of offset and planograpl 
lit 


ing, described as “offset’s 
brother,” defend their activities 
insisting that they are compelled } 
report new developments and Plo Rob¢ 
ress in all forms of printing. ThMmond 
also intimate that manufacturers ertisi 
offset printing machinery have beefuond, 
much more progressive during tipldg., 
past few years in the introduction ¢ *° 
new and improved equipment tha 
makers of presses for orthodox 
production. 


eel. 


Many Improvements 


Improvements in the printing ‘ 
color by offset are credited with ha 
ing given the offset printers a gre 
share of the relative increase whiq gj... 
they are said to have been makilQgtyy¢ 
in the field, and their ability to PT& Tele 
duce color jobs at lower costs Dn int 
enabled them to assume a strongéfr its 
competitive position than heretoforg The 
Royal Electrotype and other sup? Ae 
houses interested in the maintey US 
ance of demand for letterpreé 
printing are endeavoring to rai 
printers to the idea of selling on 
basis of quality as a means of mé 
ing lower price competition. 


B. B. B. Offers Aid 
on Practice Code 


The Better Business Bureau “allat 
New York City announced that 
will assist trade organizations 4 
industrial groups in its territory | 
formulate codes of fair practid 
under the industrial recovery act. 

George W. Hodges, president ° 
the bureau, stated that the servi; 
would be entirely free, but that }., 


Alan 


would not include advice on mattel ine 
of law. 
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the 


‘6 
Age’”’ to Issue 


New York, June 22.—For the third 
consecutive year, 
has been commissioned to produce 


annual meeting of Advertising Fed- 
eration of America and a number of 
allied groups at Grand Rapids, June 
26-29. 

Publication of a daily paper for 
Sthe convention was inaugurated by 
es ADVERTISING 


Advertising 
A. F. A. Dailies 


ADVERTISING AGE 


official convention dailies for the 


AGE in 1931, at the 


“Ballyhoo” to Print 
Classified Copy Free 


Ballyhoo, New York, has announced 
that with its next issue it will print 
the cleverest advertisements of men 
and women seeking positions with- 
out charge. 

The writers are requested to keep 
their copy short, and the cleverest 
will be rewarded with publication of 
the advertisement in classified form. 


“Times” Makes Changes 


James Hammond, who last week 
purchased the Memphis Commercial 
Appeal, has resigned as publisher of 
the Detroit Times. W. E. Anderman, 
formerly business manager, has been 
appointed general manager of the 
Times. 


Prune Growers 
Will Enlarge 
Appropriation 


San Francisco, Cal., June 22.—The 
annual advertising campaign of 
United Prune Growers of California 
will begin earlier this year than last, 
and involve about twice as much 
money, President High Hersman an- 
nounced. 

Trade paper advertising will begin 
in August. Dealer service men will 
start calling on the trade in Sep- 
tember and consumer advertising 
will be scheduled for October and 
the following months. 


The association has delegated 
authority to an advertising commit- 
tee consisting of President Hersman, 
Gilroy, Cal.; James Mills, Sr., of 
Hamilton City; W. H. Calhoun, of 
Healdsburg; E. H. Sharp, Hollister, 
and Harry Dunlap, of Yountville. 
This committee, with Norton W. 
Mogge, advertising manager, is now 
laying out the new program. 

The 1932-33 crop has been com- 
pletely sold and the prune growers 
will start marketing of the new crop 
with a clean slate. 


Gets Biscuit Account 


Educator Biscuit Company, Chi- 
cago, has placed its account with the 
Chicago office of Erwin, Wasey & Co. 


Miss Crowne Begins 
Rural Outdoor Study 


Dorothy Crowne, a former presi- 
dent of the League of Advertising 
Women, New York, has joined the 
United Advertising Corporation, New 
York, as assistant to Leonard Drey- 
fuss, president. { 

She will be in charge of public re- 
lations and her first undertaking will 
be to make a complete survey of out- 
door advertising in New Jersey and 
rural advertising in line with the 
company’s policy of preserving the 
scenic beauty within its territories. 


Writer Joins Agency 


Covington Janin, financial writer, 
has joined D’Evelyn & Wadsworth, 
San Francisco agency, as a principal. 


ua, F. A. meeting in New York, and 
“proved so popular a venture that it 


amwas again issued at New York last 
year. 

Headquarters for the Convention 
Dailies will be maintained in the 
convention auditorium at Grand 
Rapids, and delegates, committeemen, 


jmeetings, etc., for inclusion in the 
‘daily issues. 

A special Convention Daily staff 
composed of G. D. Crain, Jr., Ken- 
neth C. Crain, S. R. Bernstein, O. L. 
Bruns and J. R. Ferris will be on 
hand to report the business and social 
Jhighlights of the meetings for those 


0 Business Leaders 
to Serve Government 


nd industry who have accepted in- 
itations to serve on the department’s 
madvisory and long range economic 
planning committee. 
»4 The committee will have two 
road functions, according to Secre- 
tary Roper. The first is assisting in 
directing the work of the department 
ullify thong the most effective and produc- 
ve lines at a minimum cost, and 
the second is the selection and de- 
velopment of fundamental long range 
tudies considered essential in aiding 


, and t sceakctimaiadiains 

orint typy,. 

ty blackgcity May Operate 

etterpr Subway Concession 
wiful pre 


If the second call for bids on the 


embers of the board are former 
pdvertising men. 
— call was made last Sep- 
ember, when all bids were rejected. 
lication. first bids on the ae call 
orted Slade this week were also declared 
1rough tiinsatisfactory. 
lanograp! 


et’s lit ‘ 
tivities eeley and Richmond 


mpelled } Organize Own Agency 


and pr Robert S. Feeley and Ralph Rich- 
ing. Thmond have organized their own ad- 
acturers Wertising agency as Feeley & Rich- 
have be@iond, with offices in the Chrysler 
juring twpldg., New York. 
nduction ¢ Formerly, both were vice-presi- 
oe pents of Soule, Feeley and Richmond, 
Cxntet dvertising agency with offices in 

ew York and Syracuse. Mr. Feeley 
"as in charge of art and Mr. Rich- 
mond directed copy. 


acity.” 


its 

printing ®). 

with hat hileo to Step Up 

sacl “e Auto Radio Copy 
W. C 

a oa Starting with the July 8 issue of 


haturday Evening Post Philco Radio 
lity to P™ Television Corporation will launch 
- costs h@n intensive national magazine drive 
a strongr its automobile radio.. 
heretoforg The copy will emphasize the qual- 
‘her sup?! y of reception which can be secured 
» mainteyToush the set. 


letterpre 

g to rai 
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ns of mee 
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Alameda Restricts 


Direct Distribution 


Alameda, Cal., has followed the 
tad of Oakland in adopting an ordi- 
ance permitting advertising matter 
, 9 be placed on porches only in the 

bsence of a sign on the house for- 
re Code iiding it. 

j The fight now centers on the in- 
Bureau ‘Hallation of such signs. 


ced that 

zations . Sa . 
ie Odol Goes on Air 

very act. Odol Company of America, Chicago, 
resident #aker of mouth wash, has launched 
the servid eeeten of 15-minute programs over 
but. that lidwestern and southwestern radio 
on mattef,“tions through Broadcasters Adver- 


To at least $419,000,- 
000 that we know of, in 
the purses of a million young 
women, who are dying to spend it for the things they want. 
They’re young, these women. The majority of them average 25. 
They’re at the age when romance—glamor—“pretty things” are 
everything. Prudence and thrift mean little. “T don’t care what 
it costs—I/ want it” is their motto. 

They have the money to spend. 81% of them are wage-earners 
or wage-earners’ wives. And they do spend. $419.54 apiece was 
their average just for personal, feminine items. They spend 
more than twice as much as the average woman for silk hosiery 
—more than twice as much for cosmetics. They’re spendthrifts 
for shoes—lingerie—dresses—for any item they want. 


FAWCETT PUBL 


Chicago 


Minneapolis 


SS 


sing Service, Chicago. 


New York 


BURNING HOLES IN A MILLION HAND BAGS .. 
‘419 000,000! 


They’re a group whom we have 
picked out for advertisers, be- 
cause of these characteristics. 
They are the million voluntary’ readers of Fawcett Women’s 
Group. 96.13% of them buy these magazines on the stands, 
because Fawcett Women’s Group completely captures four 
of their most vital interests — fashion, beauty, love, and 
glamorous stories of the movie-folks they adore. Yet you 
can buy their attention for only $1.70 per page per thou; ~ 
sand — less than 2 cents apiece a year, even if you used full , 
pages. ; ‘a') 
Let us tell you more—we can fill in these skeleton points with 
detailed facts that will convince you of the extra ‘sales and. 
profits this market holds. Write us for these facts today. 


$1.70_Lowest PAGE RATE PER THOUSAND TO REACH A MILLION WOMEN BUYERS! 


Fawcett Women’ 


ICATIONS, INC. 


Los Angeles 
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Design 
Installation 
Operation 
Maintenance 
in 
Industry and 
Large 
Buildings 


1900 Prairie Ave., Chicago 
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-Color Ben Day Process 
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Your Plates or Ours 
Shopping News— Cleveland, O. 


for full details 
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WM. MADLUNG 


YOUNG REPORT'S 
BASE NOT WIDE 
ENOUGH—HAASE 


(Continued from Page 1) 
Mr. Young’s statement that “a ma- 
jority of the papers represented in 
the Associated Business Papers does 
not support the commission method 
of compensation for agencies.” 

“Mr. Young does not, however, in- 
dicate that the outdoor medium in 
the past has had and the street car 
medium now has varying views on 
the commission system which are 
quite different from that of maga- 
zine publishers,” the analysis con- 
tinues. “He does not indicate that 
there have been some differences of 
opinion on the part of newspaper 
publishers in respect to the system,” 
except for two references to move- 
ments in 1921 and 1922 looking to- 
ward revision of the method of 
agency compensation. 

Mr. Haase quotes Mr. Young’s fig- 
ures indicating that 99 per cent of 
advertising revenue in the leading 
national magazines comes through 
agencies, while in daily newspapers 
only from 15 to 30 per cent-of the 
advertising revenue comes from na- 
tional advertising, of which more 
than 95 per cent comes through 
agencies, to bear out his contention 
that magazine publishers may not 
present the typical publisher reac- 
tion to the questions involved. 

“A difference in dependence of 
magazines and newspapers upon na- 
tional advertising for their total ad- 
vertising revenue, remembering that 
magazines are 100 per cent national 
in volume and get 99 per cent of 
that volume from agencies, while 
newspapers are 15 to 30 per cent 
national, and get 95 per cent from 
agencies, is clearly indicated by Mr. 
Young,” his analysis says. “That 
difference in dependence suggests 
the possibility of difference in atti- 
tude toward present agency systems 
by magazines as compared with 
newspapers.” 


Legal Aspect Lacking 


Mr. Haase’s second indictment of 
the Young report is based upon the 
fact that no effort is made in the re- 
port to settle the legal status of 
agencies in their relations with ad- 
vertisers and publishers. 

Quoting passages from the Young 
report which indicate that agencies 
sought higher commissions from pub- 
lishers, and also quoting a passage 
which asserts that. the rate of com- 
pensation at all times “has been set 
primarily by agency experience and 
has been accepted or rejected by in- 
dividual publishers as they saw fit,” 
Mr. Haase comments: 

“To my mind, these three state- 
ments show confusion of thought re- 
garding what party or parties set 
the rate of commission. It seems to 
me there are two distinct thoughts 
here: (1) that the publisher sets the 
rate of commission, and (2) that 
the agent is primarily responsible.” 

“It would seem to me that in any 
study involving the matter of 
‘costs,’”” Mr. Haase continues, “where 
more than one party is involved, it 
would be wise to know which party 
or parties are legally in control of 
the situation.” 


A Legal Analysis 


His analysis devotes several pages 
to a discussion of the legal relation 


so” 


ships of agencies with advertisers 


and publishers by a prominent attor- 
ney, who asserts: 


“Analysis of the arguments pre- 
sented by advertising agencies in be- 
half of the present method of com- 
pensation seems to indicate that 
from their point of view two princi- 
pal considerations stand forth: first. 
the agent is entitled to a 15 per cent 
commission (or whatever the current 
rate of commission may be) because 
of a professional service rendered by 
him to an ephemeral concept ‘adver- 
tising’; second, the compensation 
which he receives, by way of com- 
mission, is reasonable, as only a 
small ‘net return’ accrues to him 
after defraying the cost of running 
his business. 


“The service which the agent de- 
scribes as being rendered to ‘adver- 
tising’ takes the form of propaganda 
carried on by him in seeking to de- 
velop a wider use of the several me- 
diums of advertising, and in procur- 
ing from his advertiser clients a 
greater dollar volume of advertising 
appropriations. 


“This service, so he argues, is 
beneficial to space owners and pro- 
cures for them a larger and more 
beneficial use of their advertising 
space. He conqludes that, in consid- 
eration for this professional service, 
space owners pay him a commission. 


Agent Has One Primary Function 


“This reasoning, followed to its 
logical conclusion, might lead one to 
say that unless space owners main- 
tained advertising mediums, the 
agent would have no place to exer- 
cise his talent, and that therefore 
the agent should pay a commission 
to the publisher for maintaining an 
outlet for his ingenuity. In reality, 
the service rendered by the agent to 
the space owner is a natural corol- 
lary of his work. In developing 
more advertising dollars, the agent 
is serving himself, because his finan- 
cial return bears a direct relation to 
the dollar volume of advertising con- 
tracts which he places.” 

“These general considerations 
seem to point to the agent as the 
representative of the advertiser,” the 
attorney concludes. “The agent owes 
him his loyalty. The advertiser is 
the only principal who is definite 
and ascertainable in a given circum- 
stance. The agent, in theory at least, 
does not act in opposition to his in- 
terests. It is certain that it would 
be a breach of professional confidence 
if the agent attempted to represent 
another whose interest was adverse 
to that of his client.” 

In concluding his discussion of 
the need for a careful legal analysis 
of the status of advertising agencies, 
Mr. Haase says: 

“The amount of money spent in 
national advertising in one year is in 
the hundred millions. National ad- 
vertising is practically a cash busi- 
ness, since almost all billings are 
paid within 30 days. Certainly a 
cash business of this size should have 
available to it a picture of its legal 
responsibilities. Mr. Young’s report 
must be criticized for its failure to 
include such a picture as part of its 
evidence. Perhaps this very failure 
should hasten the day when such a 
research will be made.” 


Discusses Cut Rates 


One other phase of Mr. Young’s 
report comes in for heavy fire from 
Mr. Haase. That is the section of the 
report dealing with “cut rates’ for 
agency service. 

Mr. Young’s assertion that “not 
less than 10 per cent nor more than 
15 per cent of the total national ad- 
vertising expenditure in 1932 was 
placed at less than card rates,” is 
criticized. on two scores. The first 
is that of too narrow a base and the 


NEW DISPENSER 


The fluid in this new container for 

Mosby's A to Z antiseptic is car- 

bonated. Pressure on the molded 

Durez valve cap releases it in a fine 
spray. 


second is that agency owned adver- 
tisers are not segregated. 

“It would be well to point out,” 
Mr. Haase says, “that Professor 
Young, in addition to segregating 
such advertisers as were reported to 
him to receive ‘cut rates’ or ‘deals,’ 
and to use house agencies, should 
also have segregated advertisers 
owned, in whole or in part, by agen- 
cies. 

“The replies of advertisers receiv- 
ing ‘deals’ on space were not used in 
the many tables which he gives on 
‘Variations in charges for collateral 
services from advertising agencies.’ 
This to my mind. is unfair, since in 
the Young list of advertisers, there 
are advertisers who are said to be 
either wholly owned, or in part 
owned, by advertising agencies. Be- 
cause it is natural to believe that 
such advertisers would be strict con- 
formists, their replies might distort 
the picture on collateral service as 
would replies of advertisers paying 
less than card rates, or owning an 
agency if used in the same tables.” 


Questions Conclusion 


On this same subject, Mr. Haase 
asks: 

“How can Mr. Young be positive 
that the amount of ‘cut-rates’ and 
‘deals’ is not below ten per cent nor 
above 15 per cent of the total vol- 
ume of advertising, and likewise be- 
lieve the dollar volume of ‘cut-rates’ 
and ‘deals’ is ‘some indication of the 
degree to which the price structure 
runs counter to natural price laws,’ 
and then arrive at the conclusion, 
which he does, on page 161, ‘that the 
rate of compensation is not excessive 
for the structure as a whole?’” 


Peabody Gives Viewpoint 


In speaking of Mr. Haase’s anal- 
ysis of the Young report, Stuart Pea- 
body, the Borden Company, and 
president of the A. N. A., said: 

“Whereas the Association of Na- 
tional Advertisers is very largely 
concerned with increasing the pro- 
ductiveness of the advertising dollar, 
we feel that Mr. Young and his spon- 
sors have rendered a distinct service 
to advertising in bringing the whole 
question of agency compensation in 
relation to the total cost of advertis- 
ing out in open discussion. At the 
same time, we believe that more facts 
are needed. Until these facts are 
secured, we do not believe anyone 
can get a correct picture of advertis- 
ing costs. Certainly the A. N. A. 
feels that it must have all the facts 
before it can accept definite conclu- 
sions on the question of agency com- 


pensation in relation to the 
cost of advertising.” 

As was exclusively reported 
ADVERTISING AGE last week, a mee 
of a special committee of the A y 
is to be held shortly to deter, 
definitely whether or not the Ay 
shall institute its own study , 
answer the questions propoundes| 
Mr. Haase. If such a further gi 
is decided upon, Mr. Haase wil] prog 
ably be commissioned to Conduct j 


Magazine Gets 
A Co-operative 
Retail Spre 


(Picture on Page 28) 
Chicago, June 22.—What is sai 
be the first co-operative retail ady 
tisement ever carried by a nati 
magazine will be published in 
July issue of Harper’s Bazaar, 
Michigan Avenue stores and 
hotels are co-operating in a sp 
in that issue, featuring the fam 
Chicago boulevard as a_ shoppi 
center. The large crowds of out 
town folk visiting A Century 
Progress made the advertise 
logical. 

The advertisement was placed 
Aubrey & Moore, with Betty Stu 
of that agency, writing the cy 
Art work was provided by Edith 
Swanson, well known Chicago arti 
The plan was conceived, however, 
John J. Keegan, representative 
Harper’s Bazaar. Mr. Keegan han 
much of the selling job. 


Artistic License 


Miss Swanson was compelled 
resort to considerable artistic li 
in order to meet the desires of 
retailers participating in the p 
Each establishment is pictured, 
since two advertisers are situated! 
the same building, the artist obli 
ingly drew two structures repres# 
ing 700 N. Michigan. Another 
which actually fronts on a & 
street, was shown with its main 
trance on the boulevard. 

Because of the nature of the ad 
tising, none of the retailers co 
feature any specific offerings. 
discussed his philosophy of retai 
and his method of catering to 
needs of Milady. 

The advertisement was also § 
signed to place Michigan Avenue 
a stronger competitive position 
compared with State Street. 


Booklet Tells 
49 Ways to Us 
Direct - by- M 


—_ 


Busi 

New York, June 22.—Direct inter 
Advertising Association has i thro 
an unusual booklet called “49 W tens’ 
to Use Direct Mail,” which lists notic 
specific types of use for this ad 
tising medium. 

These 49 uses come under the 
eral heads of “In Your Own 0 
ization”; “Building New Busines 
“Assisting Present Dealers”; “™ 
Consumer”; “General,” and “PM ome 
sonal.” 


Of especial interest is the Dir 
Mail Use Index which occupies 
center spread of the booklet and gi" 
a complete index of the 49 uses, 
gether with the type of concern { 
which each use is suited. 

The booklet is published by 
Mail Advertising Association, 13 
28rd St., New York. 
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461 Eighth Ave., New Yor! 
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Independent Typesetting Co., 
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Atlas Typography Serv 


: Natcral Typographers, 
Frederick W. Schmidt, Inc. 
Supenor Tyroaraphy, Inc. 
Supreme Ad Service, oe 
Tri-Arts Press, Inc. 


it will be to your advantage to dis- 
cuss your typographical probl 
with one of our'mentbers listed be 


‘dwin H. Stuart, ies : 


Kurt 4 ah 
Toronto, 
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MBLISHERS WILL 
NOT ADOPT CODE 


new York, June 22.—The first or- 
1eP styg ganization representing advertising 
grvices or médiums to announce its 
course under the national industrial 
recovery act, the National Publishers 
association has advised its members 
that it appears unnecessary to draw 
a code of practice for their field, as 
the magazine publishing interests 
gre not suffering from the abuses 
hich the act was drafted to correct. 


In bulletining the information, 
george C. Lucas, executive secretary, 
reminded members that the legisla- 
tion would affect them in other ways. 
probably substantial increases in the 
wst of paper, printing and items of 
gverhead were mentioned. 

“At the present time, the United 
Typothetae of America is holding 
yarious meetings of commercial print- 
ers and gathering data for the pur- 
sppose of drawing up a code of fair 
practices,” said Mr. Lucas. 

“This may result in the advisa- 
pility of such periodical publishers 
as do their own printing to join in 
sich code of practice, and for such 
publishers as have their printing 
done by outside printers to see that 
their interests are protected through 
‘Ithe organization that does their 
work.” 

Mr. Lucas said the work on the 


ABRAND NEW, 
DIRECT MAIL IDEA! 


tic liceng Hes only been used once, and pulled better 
than 30°% returns, 


pel Samples free on request. Write 
ee. COMMERCIAL LETTER, Inc. 
ituated 308 Locust Street St. Louis, Mo. 


SUMMERTIME 
IN NEW YORK ft 


At this skyscraper hotel, ‘ 
in the social centre over- r 

ing Central Park, 
find pleasant 
days... cool restful 


and up for single room, 
private bath, radio. For 


Lx 


double room, $5 a day, 
$25 a week. All rates 
include Continental wr 
Breakfast. 
Write for Booklet AA Guest Roof Deck. 


Avenue 


BARBIZON-PLAZA 
101 WEST 58th STREET . 
CENTRAL PARK SOUTH. N. Y, 


code would be observed and that the 
association would advise members on 
the steps to be taken as developments 
occur. 


S wnbtet Flaile 
Direct Mail 
Helps Greatly 


Los Angeles, Cal., June 22.—That 
direct mail plays a vital part in Sun- 
kist advertising was revealed here 
today in figures released by the Cali- 
fornia Fruit Growers’ Exchange of 
Los Angeles. 

Over 3,250,000 pieces of educational 
literature were distributed during 
the past eight months by the educa- 
tional division of the advertising de- 
partment. 

Sunkist food bulletins, which have 
been issued yearly for the past nine 
years, were requested by some 10,000 
teachers who distributed 418,539 sets 
of them to high school and college 
girls studying foods. A booklet, 
“Land of Romance,” designed for 
elementary grades went to more 
than 600,000 first, second and third 
grade pupils this year. 

The same department distributed 
75,529 reprints of scientific articles 
on citrus fruits to physicians. den- 
tists, dietitians and nurses—all on 
definite requests for material. 


Find New Use for 


Popular Insecticide 

Tobacco By-Products & Chemical 
Corp., Louisville, Ky., is advertising 
a new use for Black Leaf 40, an in- 
secticide. 

A new campaign placed by Camp- 
bell-Sanford Advertising Co., Cleve- 
land, is telling home owners that 
Black Leaf will keep cats and dogs 
away from flowers and shrubs. 


Colcord Joins Reincke- 
Ellis-Younggreen & Finn 


David H. Colcord, for ten years 
head of his own agency in Chicago 
and also president of Merchandisers, 
Inc., has joined Reincke-Ellis-Young- 
green & Finn, Chicago. 

Mr. Colcord was at one time e/i- 
torial director of’ the Dartnell Cor- 
poration in charge of the Dartneli 
Sales Service. 


Gets New Sponsor 


“Growin’ Up,” radio play of modern 
youth produced by Earnshaw-Young, 
Inc., Los Angeles, is now being spon- 
sored over a group of western sta- 


tions by Citrus Soap Company, San 


Diego, Cal. 


EXTRA 


Consumers 


through dignified direct-to-the-home 


notice. 


Sales Pressure on Chicago 


Business IS better in the Chicago Market. The people who make that an 
interesting fact live here where you can contact them in their own homes 


tensive campaigns to both consumers and retailers on only a few hours’ 
What would you like to know about our service? 


NOW 


and Retailers 


advertising. We plan and start ex- 


A ADVERTISING CARRIERS 
20 EAST 8'' ST. CHICAGO 


“Stop at the KNICKERBOCKER 
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IN NEW DRESS 


New and old cartons for two well- 
known products of Robert A. John- 
ston Company, Milwaukee. Both 
are worked out in the same color 
scheme. 


Classified 
Advertising 


The rate for this department is 40 
cents a line (not agate line); mini- 
mum, $2 


PUBLICATIONS 


DIRECT MAIL DEALERS — AD- 
VERTISERS—Get this new publica- 
tion—the Mail Order Journal—pub- 
lished for direct mail dealers, adver- 
tisers, etc. Low advertising rate— 
5,000 circulation. Sample copy 15c. 
Year’s subscription at special rate of 
$1.00. Good only 90 days. Subscribe 
NOW! Advertising rate card on re- 
quest. Write! The Mail Order Jour- 
nal, Box 15, Hays, North Carolina. 


licity department manufacturer, cor- 
poration. Highly experienced, lay- 
outs, booklets, sales promotion. Ver- 
satile copywriter. Can handle and 
execute complete job from IDEA to 
FINISH. Know photography, art, re- 
touching, lettering thoroughly. Box 
355, ADVERTISING AGE, New York. 


ADVERTISING MAN seeks posi- 
tion as advertising manager or assist- 
ant, publishers’ representative or 
with agency. Experienced in produc- 
tion, media, copy and contact. In- 
dustrious, efficient, well-recom- 
mended. Age 34. Gentile. Salary 
requirement moderate. Box 356, 
ADVERTISING AGE, Chicago. 

ADVERTISING SALES position 
wanted. University education. Ex- 
perience includes editorial work, ad- 
vertising sales, metropolitan news- 
paper and large New York business 
paper group. Experienced many ter- 
ritories; free to travel anywhere. 
Box 357, ADVERTISING AGE, Chicago. 


POSITIONS WANTED 


PRODUCTION EXECUTIVE—New 
York. Advertising agency or pub- 


Michigan Sales Tax 


A sales tax of 3 per cent will take 
effect in Michigan July 1. 


Some of the sections of 
National Advertising 
Records are sold exclusive 
of the complete service. 
Write for particulars. 


THE *PLUS FEATURES THAT 
MAKE FOR SUPERIORITY 


@ NATIONAL MAGAZINE SECTION: A monthly analysis of advertising expenditures 
arranging advertisers in product groups showing publications used, space and cost 
of each insertion with total monthly expenditures as well as cumulative expendi- 
tures for each advertiser. It also includes a monthly comparative analysis of dollar 
advertising carried by each publication, with cumulative and comparative totals. 


@ NATIONAL FARM MAGAZINE SECTION: gives data on all advertisers in this 
group in approximately the same form as that of the National Magazine Section 
with similar analysis of monthly comparative and cumulative figures for each 
publication. 


%& STATE & SECTIONAL FARM PAPER SECTION: A monthly lineage analysis of space 
used by each advertiser, also a monthly comparative analysis by product classifi- 
cation for each publication with both monthly and cumulative comparative totals 
for the current and previous year. There is also an analysis of geographical origin 
of all advertising appearing in the papers in this section. 


@ OUTDOOR & MAIL ORDER SECTION: furnishes in similar manner to the above 
section analysis of space used by individual advertiser plus comparative and 
cumulative analysis by product classification for each publication. 


%* CANADIAN MAGAZINE & FARM PAPER SECTION: gives analysis of each adver- 
tiser’s schedule in this group by lineage in product classifications with publication 
analysis showing monthly and cumulative comparative totals. 


@ NETWORK BROADCASTING SECTION: shows advertiser's expenditures over the 
two national networks with stations used, period of program, frequency, and 
monthly cost of network periods with cumulative expenditures as well as monthly 
comparative and cumulative comparative expenditures for each advertiser. 


% SPOT BROADCASTING: An analysis of reports from approximately fifty of the 
more important stations showing advertisers, period, stations used, type of program 
(live or transcription) monthly cost of spot broadcasting and cumulative cost for 
the year. 


% THE BUSINESS PAPER SECTION: alphabetically lists all advertisers with space 


used in the more important publications in seventeen class and industrial groups 
with a monthly analysis of space units carried by each publication. 


% These features are exclusive with National Advertising Records, 


HOTEL when you arrive in | 
New York City” » » » » 


The Advertising Record Co.,|Inc. 


43 E. Ohio St. 853 Broadway 
Chicago New York 


These friendly recommendations from 
satisfied guests are our best advertise- 
ment. We dosatisfy the most critical as to 
location, value and personalized service. 


Write for booklet and interesting 
guide to New York— FREE, 


- 


120 WEST 45th ST. - TIMES SQUARE - NEW YORK 


Edward B. Bell, Menager 
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CHICAGO SHOPS AND HOTELS JOIN IN COOPERATIVE EFFORT . eae, 
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COMIC CHARACTER SPONSORS JUVENILE RADIO 


Double page spread in the July issue of “Harper's Bazaar" for a group of Michigan Avenue shops 
hotels which is said to be the first cooperative copy for retailers ever to appear in a national magazi 
(Story on Page 26) 


eg ae 8 ine 


TINY DISPLAY BEAUTY ENTERS A NEW FIELD 


New Orphan Annie juvenile radio set which is being introduced by 
Audiola Radio Company, Chicago. 


Westinghouse Electric & Manufac- 
turing Company is equipping job- 
bers’ salesmen with exact miniatures 
of new window displays as an aid 
to more complete and forceful mer- . 
chandising on the electric range 
line. R. O. Richards, of the mer- 
chandise advertising department, 
passed the idea along. 


(Right) According to many, a new 
; chapter in the Aedes: Po of 
Edison General Electric Appliance Company, Chicago, is selling valien machines has been written 
dealers an entire display kitchen, as shown here, because it finds that with the introduction of this 


its Hotpoint ranges are thus given a better display. The dealer buys 

the background, cabinets, étc., and takes the appliances out of 

stock. The plan has nothing to do with the work of General Electric 
Kitchen Institute. ~ 


model, the work of Henry Drey- 

fuss, by Sears, Roebuck & Co. 

Features are the "toperator," and 
one-piece design. 


BREWER DIRECTS APPEAL TO THE SHOPPING HOUSEWIFE 


PREFERRED STOCK 


Current outdoor copy for Theo. Hamm Brewing Company, St. Paul, Minn., aims at making the pur- 
chase of beer a regular part of the daily shopping routine. McCord Company, Minneapolis, is the 


agency. 
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3 —~DELRAY 4 
SOCHETT DINNER 


With the introduction of several new products, including Italian mé@ 
balls and onion soup, and the adoption of a new "family" pack 

for the entire line, Delray Corporation, San Francisco, has launc 
an intense drive for a bigger A to of sales in its field. Newspap@ 
radio and trade publications will be used in the offensive, under ™ 
direction of J. Walter Thompson Company, San Francisco, the cof 


pany's agency. 
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